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Rough Proofs 


Vaughn Flannery claims to have 
invented a _ ketchup bottle from 
which ketchup can be_ extracted 
without spraying the table cloth. 
This will be bad news for the laun- 
dries. 
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McCall’s Magazine announced a 
$500-a-page reduction in its page rate 
by means of telegrams addressed to 
advertising agencies. In view of the 
character of the message, the wires 
should have been sent collect. 
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The classic example of adding in- 
sult to injury was furnished by an 
advertising agency which sent a can- 
cellation of space to a publisher, and 
asked him to pay for the message. 
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The Advertising Federation of 
America has been asked to admin- 
ister a group of annual advertising 
awards. Remembering Harvard, the 
A.F.A., before making a decision, 
will probably look for the brick un- 
der the hat. 
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Chevrolet’s new campaign for the 
1932 line is described by ADVERTISING 
Ace as “furious.” The adjective 
should be reserved for the sales ex- 
ecutives, in case the results are not 
entirely as planned. 
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George Ade’s new book on “The 
Old-Time Saloon”, published by Ray 
Long and Richard R. Smith, is “tear- 
marked.” It would have appealed to 
the wets anyhow. 
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Ray Long’s initial publishing opus 
features the free lunch in the old- 
time saloon. Maybe Mr. Hoover will 
decide that this would be one way 
out of the depression. 
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“Hat chains add shoes in fight on 
overhead.” 

I could understand that better if 
it had been the shoe chains adding 
hats. 
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“High hat is not a standard of 
prices,” says Saks-Fifth Avenue, “It’s 
a state of mind.” 

And sometimes not even that. 
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Someone is suing Walter Winchell 
for an innocent remark made over 
the radio, figuring slander at the 
rate of $1 per listener. Maybe Wal- 
ter can prove that on that particu- 
lar evening the radio fans all went 
to bed early. 
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No, Gladys, the American Ginner 
is not the organ of the bootleg in- 
dustry. 
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The idea now is to tax luxuries, 
like automobiles. The motor car is 
& necessity, but what’s the matter 
with taxing real luxuries—such as 
Platinum blondes, prohibition enforc- 
ers, feathered millinery and traffic 
cops. 


vv¥gy? 
Goody—Listerine says it’s all right 


to eat eggs, after all. 
Cory Cus. 


POST OFFICE IS 
NOT CRUSADING 
OFFICIALS SAY 


Explain Troubles with Puzzle 
Contests 


Washington, D. C., Dec. 11—The 
Post Office Department is making no 
special crusade against puzzle con- 
test advertising, an official told Ap- 
VERTISING AGE, following two arrests 
in Chicago, one case involving the 
officer of a small advertising agency 
who was also the officer of a company 
manufacturing toilet preparations. 

Such advertising is usually more 
productive as the holidays approach 
and the public begins to think about 
extra money for Christmas. 

The specific charge in both Chi- 
cago cases is that the advertisers 
used the mails to defraud by leading 
inquirers to believe they had a chance 
of winning valuable prizes. The Post 
Office alleges they had no chance. 
The cases now go to the Federal 
grand jury in Chicago. 


Agencies Not Liable 


The Post Office Department, for 
the present, at least, is taking the 
attitude that advertising agencies 
placing copy which later causes com- 
plaint, have no legal responsibility. 
The Chicago agency man was not ar- 
rested as such, but in his other role 
of cosmetic manufacturer. 

While the Federal Trade Commis- 
sion takes a somewhat similar view. 
it has at times asked advertising 
agencies to abide by the terms of 
its stipulations, even though the 
agency is not made a party to the 
proceeding. One such case went into 
the record only recently, puzzle con- 
test advertising in newspapers being 
the cause of the complaint. 

While puzzle advertising is by no 
means the only source of complaints 
to the Post Office Department and the 
Federal Trade Commission, it is 
probably the most prolific. This type 
of copy seems to be unfailingly suc- 
cessful in attracting persons who be- 
lieve that by solving a puzzle, which 
usually is not too difficult, they will 
be handsomely rewarded. 

They are usually unpleasantly sur- 
prised when they find that other con- 
ditions must be fulfilled before the 
guerdon is theirs. Some make an 
effort to meet these qualifications, 
while others repair post haste to 
the nearest Government station to 
register their complaints. 

Puzzle advertising has been a 
favorite in securing subscriptions. 
One of those recently arrested in Chi- 
cago first became known to the Post 
Office in this guise. His latest role 
was as a manufacturer of toilet prep- 
arations. The basic plan is usually 
the same, whether the thing to be 
sold is subscriptions or merchandise. 

The copy placed with periodicals 
is usually of the “come-on” type. In- 
trinsically, it contains nothing to 
stamp it as cloaking dishonesty. Pub- 
lishers in many cases have accepted 
it without suspicion. 

Cases are on record where publish- 
ers who did not wish to run this type 
of advertising have been offered and 
paid premiums for its acceptance. 
Even some with the highest prin- 
ciples have at times been unable to 
refrain from taking this apparently 
innocent copy at rates well above 
those written on their cards. 


In 3-Year 


Chicago, Dec. 11—A _ three-year 
advertising campaign to gain pub- 
lic acceptance for electric cookery 
will be launched by General Elec- 
tric Hotpoint in January, 1932, 
George A. Hughes, president of Edi- 
son General Electric Appliance Com- 
pany, announced. 

The schedule is being made up by 
Maxon, Inc., the company’s new 
agency, which has expanded its Chi- 
cago offices and personnel. Maga- 
zines, radio and general publicity 
will be used, with local advertising 
by distributors, utilities and other 
retailers. W. A. Grove is the com- 
pany’s advertising manager. 

In size of advertising budget, 
scope of operations, and distribution 
set-up, this program will follow 
closely the plan which has made the 
electric refrigerator so successful. 
For some time it has been increas- 
ingly evident, according to Mr. 
Hughes and other executives of the 
electrical industry, that electric 
cookery promotion was the next logi- 
cal step in the development of elec- 
tric labor-saving devices. 

The product itself has attained a 
high degree of perfection; it now 
remains only to break down popular 
misconceptions regarding’ electric 
cookery, in order to win for electric 
ranges an even greater success than 
the electric refrigerator has enjoyed, 
it is believed. 

Not only will promotion of elec- 
tric cookery be of tremendous as- 
sistance to the trade and the indus- 
try in hastening prosperity and put- 
ting more men to work, but it will 
provide a huge source of increased 
load for utility companies. 


Expand Sales Forces 


“Aggressive sales promotion and 
maximum selling activity,” said Mr. 
Hughes, “are far more essential to 
the growth of the range business 
than lower energy rates or lower 


Pledge $12,000,000 


Campaign 


For Electric Ranges 


HOT POINT CHIEF 


George A. Hughes 


range prices. Nor can the objective 
of increased range sales be reached 
if central stations are forced to 
shoulder, as they have been doing, 
the entire burden of selling the con- 
sumer. 


“A plan of increasing range sales 
will be successful only when inde- 
pendent distributors and dealers, 
corresponding to those now doing 75 
per cent of the general appliance 
and refrigerator business, can be at- 
tracted to electric range selling. 


This means a _ re-alignment of 
distribution to provide for dis- 
tributors and _ retail outlets in 


greatly increased numbers; and the 
same aggressive advertising and 
selling which put across the electric 


(Continued on Page 12) 


Last Minute 


tional Advertisers. C. M. Bolser, 


News Flashes 


Two Members, One Associate Member, for A. N. A. 


New York, Dec. 11.—Henry Heide, Inc., candy, and the Campana Corp., 
Batavia, Ill., Italian Balm, are new members of the Association of Na- 


advertising manager, will represent 


Heide and President Ernest M. Oswalt, Campana. 
The Reid Ice Cream Co., Brooklyn, has been admitted to associate 
membership, with John E. Stewart, advertising manager, as representative. 


sion announced. 


Magazines to Co-operate with Commission 
Washington, D. C., Dec. 11.—Publishers of four magazines of large 
circulations have agreed to co-operate with the Federal Trade Commis- 
sion in proceedings against advertisers in their magazines, the Commis- 


G. Washington Coffee to 


Sponsor Vatican Program 


New York, Dec. 11.—The G. Washington Coffee Refining Company will 
sponsor the Sistine Choir from Rome on Christmas Eve, J. M. Cecil, the 
company’s advertising agency, announced. 
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public against injurious practices.” 


Capper-Kelly Bill Reintroduced in Congress 
Washington, D. C., Dec. 10.—The Capper-Kelly Resale Price Bill was 
reintroduced into Congress today. It “protects trade-mark owners and the 


Theodore MacManus Loses Son 


Detroit, Mich., Dec. 11.—Hubert MacManus, of MacManus, Inc., and son 
of Theodore MacManus, died yesterday after an illness of three months 


URGES COST AS 
NEW BASIS FOR 
SUBSCRIPTIONS 


Parks Discusses Rates at 
St. Louis 


St. Louis, Mo., Dec. 8—Making 
the revolutionary suggestion that 
‘here should be a definite relation 
between the production cost and sub- 
scription price of every magazine, 
Gilbert L. Parks, advertising direc- 
tor of the Romance Group and De- 
tective Group of the Macfadden 
Magazines, addressed the Advertis- 
ing Club of St. Louis here today. 

While expressing sympathy with 
advertisers’ insistence for lower 
rates, Mr. Parks believes intelligent 
analysis of individual magazines is 
all that is required for them to get 
values in 1932. 

He used women’s magazines to 
illustrate his first point. 

“Five or six papers in that field 
are now selling at ten cents,” he 
pointed out, “though their costs have 
crept up until some of them now 
cost 30 to 40 cents to produce and 
deliver. 

“The advertiser has been paying 
this differential gladly, thus encour- 
aging publishers to pyramid feature 
upon feature without regard to cost. 
It must be something of a shock to 
publishers to learn now, at the end 
of the trail, that advertisers favor 
moderation in the editorial and pro- 
duction end of the business.” 

He took the attitude that while 
the subscriber should not necessar- 
ily pay the full cost of the magazine, 
the price should be more in line 
with the actual cost of placing it on 
the news-stand or in the home. 


Loss on Subscriptions 


“A company which sells a 35-cent 
magazine for 10 cents,” he argued, 
“is playing philanthropist with the 
other fellow’s money. A price of 
20 or 25 cents would be fairer to 
all concerned and certainly a more 
accurate index to reader interest 
and buying power. 

“An alternative would be to re- 
duce production costs so that the 
present selling price of the maga- 
zine approximates the cost to the 
publisher. In either case, the adver- 
tiser would be getting more real 
value for his money.” 

He pointed out that publishing 
has always been more or less of a 
speculation, and few publishers or 
advertisers today can lay down a 
practical formula for a magazine, 
with a guarantee attached. The ad- 
vertiser is far from blameless for 
the conditions which prevail today, 
he believes. 

Few have questioned the under- 
lying principles in the publishing 
field, though the business is too 
young to have developed sound 
standards. They have been prone to 
spend their money with the maga- 
zine which has the largest circyla- 
‘on and to ignore those which were 
scientifically constructed to provide 
maximum buying power and mini- 
mum waste. 

“That is why there are too many 
magazines today,” he continued. 
“Advertisers, in their lush prosper- 
ity, have supported far more maga- 
zines than they should have. 

“That is also why many of the 
largest advertisers are refusing to 
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ADVERTISING AGE 


December 12, 1931 


patronize magazines on their merits, 
or on past records, but are demand- 
ing rate reductions regardless of 
every other consideration. Some 
have stated flatly that this is the 
only basis upon which their business 
can be solicited.” 

Voluntary circulations of the ma- 
jority of popular magazines, Mr. 
Parks said, tend to standardize at 
around a million at the newstand. 
Since the cry of advertisers has 
been for more and more circu- 
lation, magazines responded by go- 
ing out after an extra million or 
so, high pressure methods being 
necessary to reach the goal. 

“In the past year or so especially,” 
he said, “publishers have had to pay 
progressively higher prices for sub- 
scriptions because people have been 
inclined to hang on to that extra 
dollar. Circulation getters have had 
to have new talking points and mag- 
azines provided them by outbidding 
others for stories by established au- 
thors and with other innovations, 
almost regardless of price.” 


Mr. Parks expressed his sympathy 
with the advertisers’ viewpoint in 
these words: 

“The question of rate reduction is 
largely one of whether the adver- 
tiser is going to be strong enough 
to insist that the publisher deflate 
his circulation by discarding all of 
the luxurious padding acquired at 
prohibitive rates. 

“Will he have the courage to say: 
‘Give me only that selective, spon- 
taneous circulation represented by 
people who buy the magazine off the 
news-stand, and those subscribers 
who feel real interest and possess 
reasonable buying power’?” 

True Romances, he said, while not 
the first magazine to announce a 
rate cut, was the first to advertise 
its policy and the underlying rea- 
sons frankly. This was done last 
April. True Detective Mysteries, an- 
other Macfadden Magazine, has just 
cut rates in the face of a 28 per 
cent gain in circulation in the first 
half of 1931 over 1930. 

Mr. Parks described some of the 
methods used in forcing magazine 
circulations and discussed editorial 
problems. 

“More than ever before advertisers 
have to go behind the scenes and dig 
below the surface,” he concluded. 


Royal Uses Cellophane 


The Royal Typewriter Company is 
wrapping Roytype ribbons in Cello- 
phane. 


OFFERS NEW PLAN 


Gilbert L. Parks 


Discover New Use 
for Trade Meetings 


The Bureau of Internal Revenue 
has ruled that money spent in send- 
ing representatives to a trade con- 
vention is an allowable deduction for 
Federal income tax purposes. 

The ruling was requested by the 
American Association of Personal 
Finance Companies. 


Dougall Is Promoted 


After five years as district mana- 
ger of the automotive division of 
the Thermoid Rubber Co., Trenton, 
N. J., Arthur B. Dougall has been ap- 
pointed sales promotion manager. 


Advertising’s Service 
The true philosophy of advertising 
and selling is based on _ service, 
Harry E. Provost, directory manager 
of the Bell Telephone Company, 
Harrisburg, Pa., told the Scranton 
Advertising Club this week. 


Get Foreign Account 

The Brazil office of the J. Walter 
Thompson Company has been ap- 
pointed to handle the advertising of 
the Compania Gessy, maker of 
Savonette Gessy, leading Brazil soap. 


Death Takes Chapin 


Lon F. Chapin, 69, co-owner of the 
Pasadena (Cal.) Star-News, suc- 


cumbed to a long illness Dec. 8. 


© 100% PROOF ® 


To Advertisers and 
CLIENTS OF 


American Radio News Corp. 

Hearst Radio Service 
New York City 

Natl. Battery Broadcasting Co. 
St. Paul, Minn. 

St. Louis Post-Dispatch 
St. Louis, Mo 

American Broadcasting Co. 
Washington, D. C. 

The Tampa Daily Times 
Tampa, Florida 

Ohio State University 
Columbus, Ohio 

The Honolulu Advertiser 
Honolulu, Hawaii 

Worcester Telegram & Gazette 
Worcester, Mass. 

WTAR Radio Corporation 
Norfolk, Va 

Southern Equipment Company 
San Antonio, Texas 

Alberta Pacific Grain Co., Ltd. 
Calgary, Alta., Canada 

j Larus & Brother Company, Inc. 

Edgeworth Tobacco 
Richmond, Va. 


MD write, phone or wire for our Special Proposition—today! 


RADIO TRANSCRIPTIONS 
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GENERAL MOTORS BUILDING 
BROADWAY AT 57TH STREET, NEW YORK CITY 


H. EMERSON YORKE “” 
, President 


Station Managers— 
DISTINCTION! 


Shepard Broadcasting Serv., Inc. 

The Yankee Network 
Boston, Mass. 

Cubbison Cracker Co., Inc. 
Los Angeles, Calif. 

Fort Worth Star-Telegram 
Fort Worth, Texas 

Hickson Elec. and Radio Corp. 
Rochester, N. Y. 

WHP Incorporated 
Harrisburg, Pa. 

Radio Assn. of Newfoundland 
St. John’s, Newfoundland 

Maine Broadcasting Co., Inc. 
Bangor, Maine 

La Presse 
Montreal, Canada 

WOKO Incorporated 
Albany, New York 

Bridgeport Broadcasting Sta., Inc. 
Bridgeport, Conn. 

Standard Broadcasting Sys., Inc. 
Brooklyn, N. Y. 

Julius Brunton & Sons Company 
Willard Storage Batteries 

San Francisco, Calif. 


OR ATE DO 


asrey WIEDOEFT 
See’y & Treas. 


BOTH SIDES OF 
DRUG PICTURE 
ARE PRESENTED 


Combinations Scored by 
Retail Druggist 


New York, Dec. 10.—Both sides of 
switching, substitution and counter- 
feiting of products sold to and 
through drug stores were presented 
at a spirited meeting of the Drug 
and Toilet Goods Group of the Ad- 
vertising Club Friday. 

Presenting the case of national 
advertisers, Dr. H. Sheridan Bake- 
tel, president of Reed & Canrick, 
pharmaceutical manufacturers, ad- 
vocated elimination of substitution 
by legislative and advertising pres- 
sure. Samuel S. Dworkin, retail 
druggist of the Bronx and chairman 
of the trade committee of the New 
York Pharmaceutical Conference, 
countered by proposing a fact-finding 
committee to obtain a”true picture 
of the independent druggist’s prob- 
lems. 


Introduced by Jerry McQuade, 
chairman of the committee, Dr. 
Baketel described the growing extent 
of substitution and pointed out its 
unfairness to manufacturers who 
have built up consumer acceptance 
by costly national advertising. 

Dr. Baketel proposed specifically 
an organization to draft legislation 
making substitution a felony where 
it is now only a minor offense. He 
also advocated institutional cam- 
paigns to educate the public. 

“I buy a gross at one price. . . 
the next day the price is cut! What 
is this, Wall Street!” 

Thus Mr. Dworkin disputed the 
argument that substitution is a 
breach of faith. “You manufactur- 
ers call switching ‘substitution.’ I 
call it a different name—making a 
living’.” 

Mr. Dworkin charged that national 
advertisers have “demoralized” the 
drug trade by “unfair” business 
methods. 


Retailers Are Needed 


“You don’t seem to realize it,’ he 
said, “but you need retail outlets. 
You don’t pay for them. No, not 
even bankers would finance you to 
buy your outlets. You try to control 
retailers, but you do nothing for 
them.” 

Mr. Dworkin said the small inde- 
pendent retailer is helpless when 
manufacturers offer combination 
sales, urge penny sales, and cut 
prices with every change of package 
or model. 

He proposed creation of a com- 
mittee of five to call on 500 rank- 
and-file druggists and find out what 
the small drug merchant is really 
facing. 

Retail druggists’ specific charges 
against combination deals, aired by 
Mr. Dworkin, are explained in his 
article in the New York Pharmacist. 

“Manufacturers’ and wholesalers’ 
deals to retailers ‘permitting’ the 
latter to offer combination items to 
the public at reduced prices,” the 
article said, “are not exactly new 
in the pharmaceutical field, but 
their multiplicity recently leads me 
to believe that unless something is 
done by retailers to halt what is 
rapidly developing into a _ vicious 
and many-sided racket, they will 
simply be opening their doors still 
wider to commercial evils.” 


Recent Combinations 


He named some recent combina- 
tion deals: 

Luxor Face Powder with Luxor 
Soap; Colgate Shaving Cream with 
Gillette Razor; Palmolive Shaving 
Cream with Gillette Razor; Colgate 
Tooth Paste with Colgate Tooth 
Brush; Squibb’s Tooth Paste with 
Squibb’s Tooth Brush; McKesson & 
Robbins Extol Mouth Wash with 
McKesson & Robbins Ideal Dental 
Cream; Mennen’s Talcum Powder 


jj with Nursing Bottle; 


Ritz Hair 


WHY DO RETAILERS SUBSTITUTE? 


"To make a living," asserts 
Samuel S. Dworkin. 


Dressing with Comb; Williams Shav- 
ing Cream with Williams After 
Shave Lotion. 


Luxor Rouge with Luxor Refill; 
Squibb’s Shaving Cream with Shav- 
ing Brush; Mennen’s Shaving Cream 
with Mennen‘s Talcum Powder; Mc- 
Kesson & Robbins Antiseptic No. 
59 with Dr. West’s Tooth Brush; 
Coty’s Shaving Cream with Probak 
Blades; McKesson & Robbins Shav- 
ing Cream with Gillette Blades; 
Jeris Hair Tonic with Fore After 
Shave Lotion; Jergens Talcum with 
Ben Hur Perfume;; McKesson & 
Robbins Milk of Magnesia with Mc- 
Kesson & Robbins Milk of Magnesia 
Toothpaste. 


“Only the other day,” Mr. Dwor- 
kin wrote, “a woman came into my 
store and asked me what I would 
give in exchange for eight tooth 
brushes which her family had accu- 
mulated as a result of purchasing 
combination deals. I offered her a 
bottle of magnesia. She accepted. 
I don’t know yet who got the best of 
the bargain.” 


How They Work 


He gave one example of how a 
druggist’s profit is affected by com- 
binations— McKesson & Robbins 
shaving cream and Gillette blades. 

“Selling these items individually,” 
he explained, “we get 39 cents for 
the shaving cream and 35 cents for 
the blades, a total of 74 cents. 


“In combination they sell for 49 
cents, a loss of 25 cents compared 
with separate sales. 


“On the buying side the deal to 
the retailer is 40 packages of blades 
and 40 tubes of shaving cream for 
$14.70. Buying these items on a 
regular basis, they would cost us 
$2.80 for a dozen of the shaving 
cream and $5.75 for 20 packages of 
blades. 

“Figuring this on a basis of 40 
each, the cost would be $9.32 for 


“For unfair tag sa 


Dr. H. Sheridan Baketel. 


the shaving cream and $11.50 for 
the blades, or $20.82. The total sav- 
ing on purchasing the combination 
therefore is $6.12. 

“The loss on each unit of sale is 
25 cents and multiplying this by 40 
units in the deal, we have a total 
loss of $10. Substracting the saving 
of $6.12 on the purchase, we have a 
net loss of $3.88 on handling the 
combination.” 


Standardize Gasoline 
Export Nomenclature 


A score of countries have been in- 
vited to participate in efforts to es- 
tablish uniformity in nomenclature 
and methods in the petroleum field 
under the auspices of the Interna- 
tional Standards Association, Basle, 
Switzerland. 

Commerce between nations makes 
this step imperative, it said. 


“Jobber’s Salesman” 


Will Change Name 


The Jobber’s Salesman, Chicago, 
will become Electrical Wholesaling 
with its January issue, 

Howard Ehrlich, president of Elec- 
trical Trade Publishing Co., said de- 
velopment of 1,500 new specialty dis- 
tributors was one of the contributing 
factors. 


Export Sales Hit Peak 


Export sales of the Perfect Circle 
Co., Hagerstown, Ind., for the first 
ten months of 1931 were 108 per 
cent ahead of 1930, W. J. Platka, ex- 
port manager, announced. 


Pabst Names B. B. D. O. 


The Pabst Corp., Milwaukee, has 
appointed the Batten, Barton, Dur- 
stine & Osborn Corp. to direct the 
advertising of Puritan Malt Extract, 
Pabst Blue Label Malt Syrup and 
Pabst Blue Ribbon Brew, in addition 
to Pabst-ett and Pabst cheese prod- 
ucts, already handled. 


AMERICAN 
LAWN TENNIS 


INCREASES AGENCY COMMISSION 


ing agencies. 


AMERICAN LAWN TENNIS, INC., ew’ 


Effective with the January issue, AMERI- 
CAN LAWN TENNIS will pay FIFTEEN 
PER CENT plus cash discount to advertis- 
For the past twenty-five 
years we have only paid ten per cent. 


* 
OUTSTANDING LEADERSHIP IN 


ADVERTISING ' 
CIRCULATION 
READER INTEREST 


An illustrated magazine devoted exclusively to the 
game. Send for rate card and sample copy. 


500 vor AVENUE 
NEW YORK 
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December 12, 1931 


ADVERTISING AGE 


TO CREATE 29 
SALES AGENCIES 
FOR HARD COAL 


New York, Dec, 11.—Stabilization 
of the bituminous coal industry by 
appointment of regional sales agen- 
cies, which would also be charged 
with sales promotion for their terri- 
tories was recommended by a gen- 
eral bituminous coal committee here. 

J. D. Bradley, president of the Elk 
River Coal & Lumber Co., Dundon 
W. Va., was chairman of this com- 
mittee, created to evolve plans to 
halt inroads by other fuels. 

Twenty-nine sales agencies will be 
established under this plan, which 
must be ratified by the districts con- 
cerned. The report of a special com- 
mittee, which was adopted, said in 
part: 


“One question is whether the sell- 
ing agent shall pay to each mine 
the money actually received for the 
coal produced by it, less commis- 
sions, or whether the money paid to 
the mines shall be the average price 
obtained by the selling agent for the 
various grades and classes of coal. 

“This committee favors the first 
method, as being simple and fair, but 
each producing district should deter- 
mine this for itself. 


Advertising by Agent 


“Major advertising should be done 
by and through the selling agent. A 
careful study should be given to ad- 
vertising and proper expenditures 
made from time to time to promote 
the use of coal generally and for ad- 
vertising the coals and service to be 


LISTERINE MAKES A 


MENDE HONORABLE 


EAT MORE EGGS ... buy six dozen with that *3 you save 


socially." Listerine tooth paste 


Listerine copy recently remarked: “Eggs! 


Here is a little health suggestion; EAT 
MORE EGGS. 

‘The money you save on tooth paste will 
earn you biggest dividends in health and 
happiness, if you buy eggs for the family. 
Physicians and dietetic authorities stress 
the importance of eggs as a valuable food. 
They contain vitamins “a” and “b,” as 
well as Lecithin, an important substance 
which nourishes nerves and aids growth, 
Eggs blend with all foods and add richness 
toa large variety of dishes, and are of espe- 
cial importance in all diets for invalids. 


They tear you down 
copy in current magazines offers 


this balm for wounded feelings of egg men. 


furnished by the selling agent and its 
sub-agents, in particular. 

“The organiation should also co- 
operate with retail coal dealers in 
principal markets to increase the use 
of coal in competition with oil, gas, 
electricity and other fuels.” 

The plan urges carefully worked 
out consolidations of the physical 
properties in producing districts 
along natural and economic lines. 
The establishment of sales agencies 
need not wait on details of the con- 
solidations, it was said. 


William J. Donovan, noted New 
York attorney, found no legal ob- 
stacles to the proposed physical 
mergers, nor to the sales agency 
plan, asserting that each agency 
would have complete freedom of ac- 
tion, competing with the other 28. 

The recommended contract with 
the selling agencies provides that 
they shall, insofar as possible, sell 
the coal of the producer in the same 
markets, to the same customers and 
under the same mine names or trade- 
marks as heretofore. 


Washington Club 


Has Own Quarters 


The Advertising Club of Washing- 
ton, D. C., now ensconced in its own 
quarters in the Raleigh Hotel, in- 
vites advertising men everywhere to 
attend its Thursday luncheons. 

“The ills of life can be mitigated 
and its joys made more pronounced 
by advertising.” said Charles J Co- 
lumbus, managing director, and How- 
ard W. Berry, president. “The Ad- 
vertising Club of Washington knows 
and will show the way.” 


Godley Joines Agency 


Robert Godley, formerly of the 
news staff of the Cleveland Press 
has joined the Griswold-Eshleman 
Co., Cleveland, as assistant account 
executive, 


“Helper” Promotes Marx 


Victor E. Marx, associate editor of 
Bakers’ Helper, Chicago, has been 
appointed staff chief and editor. 


Robert C. Hupp Dead 


Robert C. Hupp, 55, pioneer in 
marketing the Hupmobile, died sud- 
denly in Detroit, Dec. 7. He left 
the Hup organization in 1910. 


Increases Agency Discount 

With its issue of Jan. 20, 1932, 
American Lawn Tennis, New York, 
will increase its agency commission 
to 15 per cent. 


Office for Shepherd 


John E. Shepherd, who has been 
with Churchill-Hall, Inc., New York 
agency, since 1926, has been elected 
secretary. 


Club Opens Hotel 


The Advertising Club of Daven- 
port, Ia., held the initial dinner in 
the $2,000,000 Hotel Mississippi, 
Davenport, honoring Geerge M. Bech- 


tel, the builder. 


Minister Takes 


Famous Slogan 
for His Text 


New York, Dec, 11.—A story of 
how Grape Nuts store displays for- 
warded the work of God is told in 
the current issue of “Salesgrams,” 
published by General Foods Corpo- 
ration for its salesmen. 

“The other week,” the story 
reads, “we received a phone call 
from the Rev. E. D. Dolloff, minister 
of the Baptist Church, West Med- 
ford, requesting that we place a 
Grape Nuts display on the platform 
of his church Sunday night. He was 
going to deliver a sermon on 
‘There’s a Reason.’ 

“G. E. Hazel, Jr., retail salesman, 
put up a display of 16 Grape Nuts 
jumbos extending from one end of 
the platform to the other. J. G. 
Lyons, combination salesman, at- 
tended the service. Lyons wrote: 

“Dr, Dolloff started his sermon by 
saying that the congregation had 
perhaps guessed the title of his talk 
by the boxes which adorned the plat- 
form. He declared that the manu- 
facturers of Grape Nuts had used a 
lot of forethought in selecting their 
slogan which had helped make this 
cereal a national seller. 

“He added that he was not selling 
Grape Nuts, and continued his ser- 
mon along the lines of his own call- 
ing. His talk was very interesting, 
and helped the cause of Grape Nuts, 
as well as his own. About 200 peo- 
ple heard the sermon.” 

J. M. Lamb, alert assistant district 
sales manager for General Foods, 
added this comment: 

“I intend to see Dr. Dolloff. at 
once about ‘Good to the Last Drop’.” 


reads 


{| How many read only one feature, 
taking them nowhere near your ad? 
| How many never get to your page 
because of the publication’s sheer bulk? 
{| How many never open the magazine 
because they bought it on subscription 
10 months ago and have since lost in- 
terest in it? 

{How many are stolen away by the 
competition of editorial matter and 
more attractive advertisements? 


j in 


{ How many throw form letters and 
mailed broadsides into the wastebasket 
without ever slitting the envelope? 


{ How many keep their eyes on the 
road—not on the billboards? 


{ How many are too near-sighted or 
too much absorbed in other things to 
see your car card? 


{| How many are out for the evening— 
far from their radios? 


You pay to reach them all... but how many do you miss? 


g 


{| How many are home but want quiet? 
{ How many listen to other stations? 
{ How many perfect programs are 
hardly-heard backgrounds for the con- 
versation of the family circle? 

{ How many carefully planned credit 
announcements are drowned out by the 
groans of annoyed listeners? 

f And how many avoid you because 
they resent the encroachment of any 
sales message on their private time? 


Magazines, newspapers, radio, direct 
mail, billboard, and car card—all tried 
and true methods of advertising, all 
producing, but not one 100% effective! 


OW many of any publication’s readers see your 
And how much 


ad? How many read it? 
of it is read? 


layout, they know, ma 
block of copy may shelter a dozen chuckles, and 


hide a healthy laugh, a 


the prize roar of the issue may be camouflaged in 
a 4-point footnote. 


The medium which can bat 100% on all three 


counts is obviously supplying the maximum in re- 
BaLLyHOO is doing that—and 


minder value. 
more! 


BALLYHOO’s readers expect a laugh from every 
page—in every paragraph—and, with Editor Zilch 
A conventional 


in rare form, from every line. 


Ewery reader 


your ad in 


they read it! 


BALLYHOO’s readers, then, not only see your ad, 
And they read it entirely because 


it’s not in competition with the editorial matter, 
because it’s sparkling entertainment. For the first 


time in history, people are buying a magazine to 
read the advertising, and you couldn’t bury an ad 
in BALLyHoo if you hired the National Casket Co. 


BALLYHO ORE 
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Opportunities for 


The coming year will be one of 
exceptional opportunity for advertis- 
ers, and especially for new adver- 
tisers with real merchandising ideas. 
Some of the old guard are going to 
have to put up a battle to stay in 
the running. 

The public is ready for new prod- 
ucts and new appeals. The suc- 
cesses of 1931, in large measure, 
have been those which have devel- 
oped a new line of attack, and have 
given the public something new and 
interesting to think about. 

In the cigarette field, for example, 
the competitive battle has been so 
severe, and the positions of the lead- 
ing brands, from an advertising 
standpoint, have become so extreme, 
that already some of the minor 
brands are stepping out and going 
after a larger share of the business. 
The indications are that there will 
be more cigarette advertising in 
evidence than during 1931. 

In the automobile field, it looks as 
if, in spite of all the new gadgets 
the designers have developed, the 
strongest appeal may prove to be 
non-mechanical. At least one com- 
pany, Studebaker, is going to offer 
a car with almost entirely a senti- 
mental background—the Rockne 
Six. It will be a good car—but the 
interest of the public will be chiefly 
in the great name that it bears. 
There’s a new idea for automotive 
merchandisers to ponder. 

Some of the larger companies, 
controlled by the bankers, may be 
compelled to operate on narrower 
budgets, and to reduce their invest- 
ments in advertising. This will not 
be a typical situation, because even 
bankers have been learning that ad- 


1932 Advertisers 


vertising, for many products, is not 
optional, but necessary, for success- 
ful merchandising. Those who do 
decide to “save the money,” how- 
ever, are likely to find their com- 
petitive position in 1932 becoming 
more and more difficult. 

Conditions of this kind will make 
ideal opportunities for new adver- 
tisers to step out and do things. 
Never was there such an opportu- 
nity for the smaller advertiser to 
make an impression on his market. 
If he has a sound product and an 
equally sound advertising idea, he 
has the chance of a life-time to step 
to the center of the stage and tell 
his story to a public that is ready 
and willing to listen. 

Nineteen thirty-two should repre- 
sent unique opportunity for the ad- 
vertiser who is not necessarily the 
biggest in size or in appropriation, 
but who is alert, mobile and mer- 
chandising-minded. It is easy to 
predict that with the situation wide 
open for clever handling of adver- 
tising appropriations, some sensa- 
tional successes by new advertisers 
are going to be won during the com- 
ing year. 

While there are a few large ad- 
vertisers who have relied on the size 
and weight of their campaigns to 
maintain their positions and impress 
the public, most of them have not 
been content to ride along with the 
old stuff. They are demanding dis- 
tinction and brains in their adver- 
tising, along with size. If they get 
it, they can make their dollars buy 
more in advertising value and pub- 
lic acceptance next year than ever 
before in the history of the business. 


A New Name for 


Vaughn Flannery, who used to be 
called an art director and is now an 
advertising designer, says frankly 
that the old type of “phony art” in 
advertising is on the way out—‘“and 
to hell with it.” 

Mr. Flannery will find a lot of 
sympathetic listeners, who have be- 
come somewhat weary of the arti- 
ness of advertising art and discus- 
sions regarding it. They feel, with. 
him, that advertising art has no re- 
lation to fine art, and that art for 
art’s sake has no place in the busi- 
ness of advertising. A lot of money 
has undoubtedly been spent to carry 
out an art director’s idea of good 
art, rather than to illustrate a sales 
idea and to make an appeal that 
will be effective. 

Of course, it’s the idea rather than 
the name that counts, and the func- 
tion is more important than the 
title. Hence it will not matter par. 
ticularly whether art directors are 
called that or something else, as 
long as they see themselves as ap- 
plying good design to the production 
of advertisements, rather than 
glorifying art for the uplift of the 
common people through advertising. 

It may be that junking the old 
\titles and terminology would help to 


get the corrett,philosophy of adver- 


Advertising Art? 


tising illustration, design and produc- 
tion across to the field. Maybe that 


would accelerate the process of|. 


thinking which will get the art di- 
rector out of the academic atmos- 
phere and into the practical world 
of business, where his efforts are 
judged in the light of the effect they 
have on the buying impulses of the 
millions. 

If all that Mr. Flannery has said 
of the former implications and in- 
hibitions of advertising art and ar- 
tists is true, it is possible that 
what the advertising business needs 
is a practical psychologist to go 
along with the producer of illustra- 
tions, copy and type and help to di- 
rect its appeal, as a finished adver- 
tisement, along lines that will click 
in the mind of the average reader. 
But maybe even the psychologist 
doesn’t know what an “average 
reader” is, and that is undoubtedly 
what has bothered a lot of art di- 
rectors. 

The rebellion against academic 
standards of art in behalf of the 
practical standards of business re- 
sults, is refreshing and stimulating. 
Mr. Flannery will find a lot of bricks 
coming his way, we suspect—but 
among them there should be a few 
bouquets, too. 


Information 
forAdvertisers 


The following documents may be 


secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


329. McCall’s 1931 Circulation by 
Counties. 


This folder presents the popula- 
tion and circulation of the Big Six 
in the women’s magazine field for 
each county in the United States. 
Population figures are from Volume 
I, 15th Census of the United States, 
1930. Individual county figures are 
totaled by states and states by geo- 
graphical divisions. Recapitulations 
are given by states. Geographical di- 
visions and population groups are 
given. 


330. Where—What—Why? 


In addition to an analysis of the 
circulation of Cappers Farmer, this 
booklet gives some salient facts 
about the Mid-west farm‘ market. 


331. The Warm Air 
ket. 


Heating Mar- 


Warm Air Heating has dug up 
some leading facts about its field 
and put them between covers for 
advertisers. The publication asserts 
that conditions in the air condition- 
ing field are now stabilized to the 
point where there is a reasonable 
profit for all concerned. It reports 
a trend toward more efficient units, 
with a higher selling price than 
heretofore. The relative importance 
of various fuels is discussed. 


332. The Collegiate Salesman. 


The Collegiate Special Advertising 
Agency has issued this up-to-the- 
minute list of college papers, indi- 
cating the name of each, where pub- 
lished, the enrollment at each insti- 
tution, and frequency of issue. The 
list includes 735 college newspapers, 
101 humorous college papers, 37 col- 
lege dailies, and suggested combina- 
tion groups. 


326. The American Economic Revo- 
lution. (Volume II.) 


This is a reprint between hard 
covers of a series of advertisements 
published by True Story Magazine 
in important newspapers during the 
first half of 1931. Unlike much copy 
written during that period they still 
sound reasonable, so the author may 
be forgiven for doing some dignified 
crowing in the preface. 

This says in part: 

“It is with more than usual satis- 
faction that we present this book for 
your review. These pages were writ- 
ten during the first half of 1931. 
They dealt in large measure with the 
things that were going to happen. 
. This preface is being written in 
the latter part of 1931, when much 
of these prognostications have had 
time to be controverted or veri- 
eee 


“We told you there would be no 
upset by the wage-earner this year. 
It is a satisfaction now to note there 
have been no major strikes or lock- 
outs this year. 


“Again, we wrote that the wage- 
earner would be the backbone of 
America’s spending to the best of 
his capacity, and that he realized in- 
telligently that his spending would 
be the major means by which we 
could carry on. So again it is a sat- 
isfaction to realize that this proph- 
ecy has been fulfilled and that even 
the greatest of the automobile com- 
panies have been almost entirely de- 
pendent for profits upon their low- 
priced cars. 


“Again we can tell you that the 
wage-earner is still with you on any 
logical program you may elect to 
follew, and he will continue his 
spending to the limit of his capacity, 
that our full return to prosperity 
may be accomplished as quickly as 


THEY LAUGH AT THIS IN AUSTRALIA 


tenn Abiveittene: ito tattooed lady): "Pardon me, but what are your 
space rates? 
—Australian Newspaper News. 


Voice of the Advertiser 


Here’s First Aid for 


Dictionary Makers 

To the Editor: The story in your 
Nov. 28 issue, regarding the proposal 
of Gilbert T. Hodges and Don 
Thomas to have the New Standard 
Dictionary revise and amplify its 
definition of advertising, is interest- 
ing. 

While I certainly agree that the 
present dictionary definition does 
not do justice to the subject as we 
know it today, I do’not believe that 
the suggested revision, “Advertising 
is printed salesmanship,” is a cor- 
rect definition either. 

Radio broadcasting is not “printed 
salesmanship”; neither is the electric 
sign, the painted bulletin, the motion 
picture, nor the window display. If 
we are going to have a new standard 
definition of advertising, and of its 
derivatives, let us have definitions 
which will be all-inclusive. 

As a member of the advertising 
profession, interested in having our 
work and media properly defined, I 
submit the following suggested defi- 
nitions for consideration: 

ADVERTISE: To inform; to pub- 
lish or otherwise disseminate infor- 
mation regarding a commodity, serv- 
ice or enterprise. 

ADVERTISEMENT: A public 
notice or announcement, in any form, 
which conveys information regarding 
a commodity, service or enterprise. 

ADVERTISER: One who adver- 
tises. 

ADVERTISING: The dissemina- 
tion of information regarding a 
commodity, service or enterprise; 
any medium or method used for that 
purpose; the use of such media or 
methods to promote business. 

D. W. CoutTLes, 
Asst. to Ist Vice-Pres. in Charge 
of Adv., E. R. Squibbs & Sons, 
New York. 


vgv¥esy 


And Brewster Offers 
Another Definition 


To the Editor: The effort which 
Don Thomas is making to induce 
Funk and Wagnalls to change their 
definition of advertising is a worthy 
one. Although Mr. Thomas’s defini- 
tion, “Advertising is Printed Sales- 
manship,” is a decided improvement 
over Funk and Wagnalls’ “to make 
known by public notice,” I still do 
not believe it tells the whole story. 

There are many other means of 
advertising other than printing. 
Radio immediately stands out in this 
respect. 

A definitien which I personally 
like much better and which I believe 


possible.” 


more thoroughly covers the subject 


is “Advertising is an instrument 
used by one who has something to 
sell—to create and stimulate an 
urge to buy that which he is selling.” 
E. B. Brewster, 
Sales Promotion Mgr., 
Johnson Motor Co., 
Waukegan, IIl. 
- we F 


Sun Shines Bright 


To the Editor: We are enclosing 
a club check to pay for a year’s sub- 
scription which we used as an attend- 
ance prize. The subscription should 
be entered for W. F. Hallstead, 
Scranton Sun, Scranton, Pa. 

GEORGE G. Marr, 
Secty., Scranton Advertising Club. 
v v v 
New Subscriber 

To the Editor: Please add to your 
list of subscribers Ernest Dudley 
Chase, 1000 Washington St., Boston, 
Mass. Send Mr. Chase a bill and he 
will remit. 

Mr. Chase is sales promotion mana- 
ger of Rust Craft Publishers and an 
authority on and editor of house 
organs. 

I hope he will enjoy your paper as 
much as I do. 

WriuiAM H. Hoven, 
P. F. Volland Co., Joliet, Ill. 
>, 2 F 
Waiting for ‘Copy Cub’ 
And a Serious Moment 

To the Editor: I know we should 
not take Rough Proofs too seriously, 
but an item in your Nov. 21 issue 
aroused our interest: 

“In St. Paul” the advertiser says, 
“Miss O’Shaughnessy prefers Dubl- 
towls to cloth towels.” 

May we ask if this item referred to 
advertising a substitute for cloth 
towels. We have a client who is en- 
deavoring to further the sale of 
paper towels for household use and 
the advertisement you refer to may 
be of interest to them. 

In one of Copy Cub’s_ serious 
moments, please have him drop a 


line. FRANK WRIGHT, 


Asst. Mgr., James Fisher Co., 
Montreal. 


= = | 


Well—Nearly Everybody 


To the Editor: “Everybody reads 
the news.” This slogan indicates 
the genius of ADVERTISING AGE. 

It is always brimful of news of spe- 
cial interest to advertising men. Its 
features and criticisms are construc- 
tive. Here is a check so you may 
enter my subscription for two years, 
beginning Dec. 5. 

WALTER MILLINGER, 
Delineator, Chicago. 
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December 12, 1931 


ADVERTISING AGE 


KRAFT-PHENIX 
TO DISTRIBUTE 
NEW BISCUITS 


Chicago, Dec. 11.—National adver- 
tising on OvenReady biscuits will 
begin in January through an ar. 
rangement between the Ballard & 
Ballard Company, Louisville, Ky., 
the manufacturers, and the Kraft- 
Phenix Cheese Corporation, which 
will take over national distribution. 

The distributing company will 
have full charge of merchandising 
and advertising, as well as physical 
distribution. The Chicago office of 
the J. Walter Thompson Company 
will direct the advertising. 

To take full advantage of Kraft’s 
unique system of servicing perish- 
able cheeses and ‘“Kitchen-Fresh” 
mayonnaise, Ballard & Ballard will 
establish five divisional production 
units. Every city and town of im- 
portance in the country can be 
reached overnight from these points 
by Kraft’s fleet of more than 3,200 
refrigerated trucks. 

Leading the way in a new field of 
ready-to-cook foods, OvenReady bis- 
cuits were put on the market a year 
ago and scored sensational successes 
in test cities. However, the prob- 
lem of servicing retailers constituted 
an obstacle to profitable national 
operations until the new arrange- 
ment was made. 

Atlanta, the first test city, was 
consuming 6,000 packages a day 
after six weeks. Within 30 days, 
sales in Indianapolis reached 30,000 
packages a week. 

The company has recently added a 
whole wheat biscuit, in addition to 
the original old-fashioned buttermilk 
biscuit. 


Club Names Directors 


Harry Strang, Diers Printing Co., 
will start a second term as a direc- 
tor of the Seattle Advertising Club 
in January. R. A. Cibulka, Grote- 
Rankin Co.; Theodore H. Parsons, 
Art Headquarters, and Howard 
Quinn, Motor List Co., are other new 
directors. 


Show New, Old Packages 


The American Management Asso- 
ciation, 20 Vesey St., New York, is 
planning a before-and-after exhibit 
of packages, to be arranged by the 
Diorama Company, display special- 
ists. 


LEONARD CREST 


The Leonard Refrigerator Co., De- 

troit, will identify its 1932 models 

with this jeweled crest. The book 

signifies knowledge; the hour glass, 

experience, and the wings, 
progress. 


Pocketbooks Open 
in Beauty Contest 


More than 40 million votes were 
cast in a contest conducted in Terre 
Haute, Ind., by the Tribune-Star- 
Merchants Association, representing 
nearly $500,000 spent with local mer- 
chants. 

Helen O’Donnell, the winner, who 
received 19 million votes, will get a 
trip to Bermuda. 


Present New Victor 


The RCA Victor Co., New York, is 
introducing a new radio-phonograph 
combination, playing the new long- 
playing records, to sell at $147.50. 


Get McClain Account 


McClain Bros. Co., Canton, O., has 
placed its advertising with the Cleve- 
land office of the Campbell-Sanford 
Advertising Co., which will use mag- 
azines. 


Edits “Sample Case” 


James Daly, managing editor of 
the Anderson (Ind.) Herald, has 
been appointed editor of the Sample 
Case, Columbus. O., paper of the 
United Commercial Travelers. 


STUDEBAKER IN 
PRE-SHOW DRIVE 
FOR NEW MODEL 


South Bend, Ind., Dec. 11—The 
Studebaker Corporation is placing a 
December pre-show campaign on new 
models in 1,100 newspapers through 
the Roche Advertising Co., Chicago, 
which is also the agency for Rockne 
Motors, the new Studebaker subsid- 
iary. 


Copy describes Studebaker as a 
pioneer in automotive improvements, 
the story being linked with the in- 
troduction of 32 mechanical better- 
ments. Safety glass, convertible 
bodies and “1932 free wheeling” have 
the center of the stage. 

Safety glass is being featured be- 
cause Studebaker is the first manu- 
facturer of popular price cars to 
offer it without extra cost. Automo- 
bile men attribute much of Auburn’s 
success last year to interest in con- 
vertible bodies, and are following 
suit in rapid succession. 


Studebaker was the first manufac- 
turer to make free wheeling stand- 
ard equipment. Seeking to retain 
this advantage, the new campaign 
gives prominence to “Pioneer of Free 
Wheeling” and reminds consumers 
that this principle is old to Stude- 
baker, which has now advanced to 
“1932 free wheeling.” 

A teaser campaign consisted of 
nine 360-line advertisements Dec. 7, 
8 and 9 in 500 newspapers. Large 
newspapers received three advertise- 
ments per issue, medium size papers 
two, and small papers, one. 


Breaking the News 


The full page announcement was 
sent to the entire list for Dec. 10. 
There will also be full coverage with 
a special page on safety glass Dec. 13. 

The last insertion scheduled in ad- 
vance of show time is a half-page re- 
peat of the announcement advertise- 
ment in 500 newspapers Dec. 20. 


The same bull’s-eye layout was 
used for all teaser copy. In the cen- 
ter one improvement was mentioned. 
A crowd of spectators reading the 
copy in the bull’s-eye was silhouetted 
across the lower part of the adver- 
tisement. 


The announcement advertisements 
were tied up with the teaser copy 
with the same art work, and the nine 
improvements mentioned in the 


OVENREADY BISCUIT EMANCIPATES MALES 


ae 


With art such as this, J. Walter Thompson copywriters functioning for OvenReady biscuits will tell 
husbands that now they can be nonchalant when the little woman remains for another rubber or goes 


home to mother. 


Two Bills Will 
Affect Radio 
Advertising 


Washington, D. C., Dec. 11.—The 
advertisement or operation of lot- 
teries and gift enterprises by radio 
would be prohibited under the pro- 
visions of a bill which Representa- 


tive French (Rep.) of Moscow 
Idaho, said he will introduce in 
Congress. 


Representative Davis (Dem.) of 
Tullahoma, Tenn., said he will intro- 
duce a bill to reduce the amount of 
radio advertising now on the air. 

As a member of the House Com- 
mittee on Merchant Marine and 
Fisheries, he will also make an effort 
to curb ocean “voyages to nowhere.” 
which have been so popular recently. 

Representative French said his bill 
will place the same restrictions on 
radio that apply to the mails, news- 
papers and other agencies engaged in 
interstate commerce. 


teasers are repeated in a reverse 
panel. The teaser advertisements 
were not signed, but the announce- 
ments carried signatures of dealers 


Amos Parrish 


Mr. Parrish was lured to the Waldorf- 
Astoria, New York, Dec. 7, where he found 
he was guest of honor at a dinner cele- 
brating the tenth anniversary of his or- 
yanization. He also witnessed a burlesque 
of his annual style clinic, another “expert" 
gravely predicting cellophane dresses 
would be worn for all occasions in 1932. 


a title? 


power, in your 


buying power. 


fact, that face 


The Brigadier General 
at the Roxymount 
never saw a batilefield 


Afghanistan’s Minister of Aviation lost 
his job when their one-plane “fleet” 
crashed. Many a Vice-President is lost 
in the mob scene when he meets with 


his fellow V. P.’s. After all, what's in 


Your advertising may be reaching so 
many thousand (‘corporation execu- 
tives.’ But how many of these are 
executives of active, going, permanent 
businesses, and how many of Fresh Air 
Taxicab Companies? It makes a great 
deal of difference—in their purchasing 


Titles in a circulation list don’t mean 
much today. They’re no indication of 


those publications that recognize this 


out the small fry. 


advertising results. 


Except, of course, in 


it squarely, and weed 
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December 12, 1931 


Conference 


Calls 


Home Place Where 
Everything’s Wrong 


Washington, D. C., Dec. 11.—Adop- 
tion by the President’s Conference 
on Home Building and Home Owner- 
ship of a resolution endorsing Presi- 
dent Hoover's plan for a system of 
home loan discount banks and pro- 
vision for a continuing committee to 
carry en its work marked the clos- 
ing sessions of the organization’s 
conference. President Hoover sug- 
gested another conference in a year. 

The Conference stated that estab- 
lishment of such a bank system 
would “relieve the present financial 
strain upon sound savings banks, 
trust companies, and building and 
loan associations” and be of perma- 
ment value in promoting home own- 
ership in the future. It pledged its 
support of the plan in Congress. 


The small house of the future will 
not resemble any houses built in the 
past, the Committee on Technologi- 
cal Development told the Confer- 
ence. The Committee, led and di- 
rected by George K. Burgess, direc- 
tor of the Bureau of Standards, said 
that they would cost half as much 
and be much more efficient than the 
small houses of the present. 


Quoting the Department of Com- 
merce, the committee placed the 
waste in the building industry at 53 
per cent or approximately $2,000,- 
000,000, 34 per cent of which is 
chargeable to poor management, 
which is in turn, a result of simpli- 
fication, inefficient methods and ob- 
solete machinery. 

Practice falls far behind knowl- 
edge, the committee said, because 
house builders and workmen are 
slow to adopt new methods and own- 
ers are conservative. 


Built in Factory 


Instead of the fabrication in the 
field of individual houses the com- 
mittee recommended that small 
houses be built by large organiza- 
tions which will: (1) Develop de- 
signs by laboratory and service tests 
under the direction of competent 
technical staffs and (2) fabricate 
aggregates in well equipped shops 
under adequate supervision, ship 
them to the building site, assemble 
the house ready for occupancy, and 
guarantee it for a term of years. 

A plan for the creation of a com- 
plete educational system for decora- 
tors, which will include the inten- 
sive training of professionals and 
extend to all those who can influ- 
ence home furnishings, was submit- 
ted to the President’s Conference 
by the Committee on Home Furnish- 
ing and Decoration. 

Finding as the result of months 
of investigation that, except for the 
small group of high-income families, 
present standards of taste are low 
and furniture of good design at 
prices within the reach of the great 
bulk of Americans is lacking, the 
committee believes that education 
is the only remedy. 

As a basis for sound budgeting, 
the committee recommended divid- 
ing each room into a given number 
of units and allotting to them a frac- 
tion in proportion to the relative 
importance of the items of furnish- 
ings. 

Thus if one had $250 to furnish 
a three-room apartment, expendi- 
tures would be divided into 25 units 
of $10 each. A small table for the 
living room would be given a rela- 
tive unit value of one-quarter, which 
would mean that $2.50 could be 
spent for it. 

“A definite budget for the furnish- 
ings should be part of the original 
financing,” the committee said. 


Condemn “Styling” 


From the standpoint of the fur- 
nishing industry, the committee re- 
ported three weak spots in the pres- 
ent situation—false style stimula- 
tion, the insufficiently educated styl- 
ist, and fads. 


With normal style trends peo- 


ple buy furnishings expecting to add 
to them over a period of years and 
gradually create home centers. Ef- 
forts to upset this normal trend of 
style and design by constant change 
is, the committee said, an unsound 
method of getting present quick 
profits at the expense of sound and 
continuous business. 


“House furnishings cannot be 
treated like wearing apparel, and in 
the end artificial style or fashion 
stimulation is bound to bring over- 
stocking on the part of retailers as 
well as slow turnover stock,” it said. 

This committee proposed _ estab- 
lishment of a central school to 
train professional decorators, and a 
series of sectional institutes to which 
the public could come for informa- 
tion. 

The Committee on Homemaking, 
Housing and Family Life said most 
present homes are featured: 

By awkward arrangement of 
rooms, halls, entrances to cellars, or 
stairways. 

By inefficient kitchens—too large 
or too small for the particular fam- 
ily, often inadequately lighted, and 
badly arranged. 

By crowding the kitchen with ac- 
tivities which do not belong there, 
especially in rural homes where 
men wash in the kitchen when they 
come in from work. 

By lack of provision for a place 
where meals may be served in an 
orderly manner, when there is no 
dining room. 

By inadequate laundry facilities, 
especially in farm homes. 

By lack of closets for wraps, cup- 
boards, and other storage space. 

By no or too few bathrooms—an 
appalling need in the country, where 
it is closely related to lack of sew- 
erage and water supply. 

By neglecting to provide space for 
such common household activities 
as sewing and keeping household ac- 
counts. 

By lack of more labor-saving de- 
vices. 


Refrigerators Too Expensive 


The Committee on Fundamental 
Equipment said there are no efficient 
refrigerators on the market which 
ean be sold cheaply enough for a 
house costing not more than $2,000, 
and the committee is investigating 
ice chests, which “are inexpensive 
and have long been recognized as 
having a higher degree of efficiency 
than cheap refrigerators.” 

Families of the low-income group, 
the committee reported, should not 
pay more than $15 for a refrigera- 
tor. 

The committee quoted a survey by 
the Bureau of Home Economics of 
the Department of Agriculture in- 
dicating approximately 60 per cent 


of American families have ice refrig- 
eration, 2 per cent electric refrig- 
eration, and 38 per cent no refrig- 
eration. 


The Committee on Kitchens and 
Other Work Centers submitted plans 
for nine different types of kitchens. 
These plans, it pointed out, are “de 
signed to convert architects and 
builders, rather than the housewife.” 


Of all activities of the home work- 
ers none require as much time as 
the preparation and service of food, 
the committee stated. About 25 
hours a week, it was said, are de- 
voted to food preparation in rural 
homes of average size, and the com- 
mittee said hours spent in urban 
homes for the same purpose are 
about the same. 


Studies show that the kitchen 
workshop in town and country alike 
is usually too large or its equip- 
ment inadequate or poorly arranged 
or that all three are true, the com- 
mittee reported. 


Handicapping Housewife 


Nearly half of the sinks in several 
thousand New York kitchens stud- 
ied had the drainboard on the right 
when it should have been on the 
left. 

Studies of 140 families of moder- 
ate income in Chicago show that in 
54 per cent of the families the en- 
tire laundry work is’ usually 
done in the home by the mother 
whether in a single dwelling house 
or an apartment; 22 per cent was 
done in part, only 24 per cent sending 
all the laundry out. 

“The cost of building and main- 
taining a special room, which is used 
only once or twice a week, can be 
eliminated by sending the laundry 
bundle to the commercial laundry.” 

A study in Buffalo revealed that 
while purchases of household fur- 
nishings and equipment were con- 
siderably increased as a result of 
home ownership, a number of sav- 
ings in other items resulted, the 
Committee on Relationship brought 
out. 

As a result of home purchases, 
other expenditures had to be de- 
creased in a number of cases, but 
owning a home was found to have 
little effect on automobile expendi- 
tures. 

Expenditures for vacations and 
trips, clothes, theaters and movies 
and for books and magazines were 
less after the purchase of a home, 
the Buffalo study showed. 

-The study showed that homes 
were purchased most often at the 
age of 30 or earlier. Of the 800 
home owners studied it was found 
that the age of purchasing ranged 
from 20 years to past 70, showing 
that neither extreme youth nor old 
age is detrimental to home buying. 

Discussion of this phase of own- 
ership developed that the peak of 
home buying at the age of 30 was 
associated with the fact that the 
peak of income was realized at about 
this age. 

Albert Shaw, editor of the Ameri- 
can Review of Reviews and chair- 
man of the Commission of Educa- 
tion and Service, said 50 million 
people in the United States lack ade- 


quate housing facilities. 


BACK OF SCENES IN RESTAURANT 
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TRIUMPHANT RECEPTION ACCORDED 
PRIZE TURKEYS 

HENRICI -BOUND 

FOR THAN KSGIVING 
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BOVINE SUPERIORITY TEST 


DEVISED BY HENRICI TO INSURE 
BEEF OF HIGHEST QUALITY 


Albert Frank & Co., Chicago, are using 

cartoons to impress newspaper readers 

with the merits of Henrici's, famous Chi- 
cago restaurant. 


Sports Industry Has 


New National Congress 


The sporting goods industry has 
completed formation of a National 
Congress, representing all branches, 
with F. W. Bradsby as president. 

The Golf Club Manufacturers and 
Golf Ball Manufacturers, two affili- 
ated groups, have donated $2,500 
each to finance 1932 golf tourneys 
in smaller cities. 


Claim $3,000,000 Is 
Spent in Milwaukee 


Three million dollars was spent 
in Milwaukee Dec. 2, according to 
late tabulations from Milwaukee 
Day. 

All mediums were used to feature 
the occasion, the Milwaukee Journal 
publishing a 76-page issue contain- 
ing 100,000 lines of advertising. 


Des Moines Adds 29 


The Des Moines (Iowa) Advertis- 
ing Club has added 29 members in a 
special campaign, the four newest 
being J. Kenneth Davis, Great West- 
ern Insurance Co.; Ralph L. Thomas, 
Thomas Electric Co.; Edward S. 
Grask, General Tire Co., and D. A. 
Meeks, Armour Creameries. 


New Cosmetic to 
Reimers & Whitehill 


Joan Bedford, Inc., New York, has 
placed its advertising with Reimers 
& Whitehill, Inc., New York. 

The new cosmetic, made for chain 
and department stores, is in the pop- 
ular price field. The first advertis- 
ing is scheduled for metropolitan 
newspapers, 


May Tax Malt 


A bill proposing a sales tax of 20 
per cent on malt extracts and syrups 
has been introduced in the Pennsyl- 
vania legislature. The measure also 
levies an annual tax of $500 on man- 
ufacturers and $100 on distributors. 


General Motors Has 
313,000 Stockholders 


General Motors Corporation now 
has 313,117 stockholders, the great- 
est number in its history. 

There are 295,961 holders of com- 
mon stock, and 17,156 of preferred. 


SAN FRANCISCO STARTS "STIMULATION" CAMPAIGN 
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All mediums will be used in a pre-Christmas campaign by the San Francisco Advertising Club. John 


Cuddy, managing director of Californians, Inc., is chairman of the planning committee. 


Hudson County 
Medical Group 
Will Advertise 


Jersey City, N. J., Dec. 11—The 
Hudson County Medical Society 
voted to use newspaper advertising 
to provide closer contact between 
reputable members of the profession 
and the public. 

Names and addresses of the mem- 
bers of the society grouped in their 
respective communities, will be ad- 
vertised. A certificate of member- 
ship in the society will be displayed 
in the offices of members and a “uni- 
form code of ethics and principles 
governing contact of physicians with 
the public” is to be adopted. 

The object of publishing; the roster 
is to acquaint the community with 
reputable physicians in their respec- 
tive neighborhoods. 

In addition, the Tuberculosis 
League, Cancer Control and quasi- 
medical organizations are to be re- 
quested to submit their publicity to 
the society’s committee for scrutiny, 
that it may embody safe medical 
experience. 


Salisbury Paints 
Founder of “Sun” 


A portrait of Benjamin H. Day, 
founder of the New York Sun, by 
Frank O. Salisbury, English artist, 
is being displayed in the window of 
the Sun Building. William T. Dew- 
art, president of the Sun, commis- 
sioned Mr. Salisbury. 

The painting was made from an 
old daguerrotype which was rephoto- 
graphed by the Eastman Kodak Com- 
pany. 


Clarence M. Fuller 
Re-enters Oil Field 


With a burst of advertising, Clar- 
ence M. Fuller, ex-president of the 
Richfield Oil Company, has returned 
to the Pacific Coast gasoline field 
with Emblem Petroleum Corp. 

The copy urges the public to “lay 
all bets aside until you prove out 
the most startling new energy that 
— tickled a motor—Liberty gaso- 

ne.” 


House Organ Appears 
Without Identification 


“American Service,” house organ 
of the American Insurance Co., New- 
ark, N. J., appeared this month with- 
out identification on the front cover. 
Harold E. Taylor, editor, said the 
innovation won attention and in- 
duced many readers to frame the 
cover painting. 


W. R. Givens Retires 


After 40 years in the newspaper 
field, W. R. Givens has resigned the 
presidency of the Kingston (Ont.) 
— and other connec- 
tions. 


Nixon Takes Vacation 


Accompanied by his wife, Don M. 
Nixon, publisher of the Wabash 
(Ind.) Plain Dealer, has started on 
a vacation which will take him to 
Central America. 


Trade-Mark Lawyer Dies 


Allen M. Reed, trade-mark special- 
ist of Chicago, was killed this week 


in an automobile accident. 
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ADVERTISING AGE 


‘Libeny 


One of these 

Semis Soe ads stopped 71% 

more persons 

per dollar in- 

vested than the 
: other. 


i, 


Writing an ad is only half of 
the job. An Editor must do 
the other half. Tests show 
that editorial interest in 
different magazines may vary 


stopping power of the same 
ad as much as 153%. (With 
Barbasol it was 71%) ...In 
his 6-city census of reader 


interest in the 4 mass weeklies, 
Dr. Gallup* measured the edi- 
torial “steam-pressure” each 
magazine puts behind your 
ads. Here are his gauges— 
showing the percentage of 
readers actually reading the 
average editorial feature in 
each, 


E quick facts are these: In copy, 
headline, art, these two Barbasol 
ads are identical. But one ran in 
LIBERTY. The other in another mass 
weekly. 

Both appeared during the period 
when Dr. George Gallup and his asso- 
ciates were counting up what people 
had seen, what people had read in the 
four mass weeklies*. 

And that count showed that this 
Barbasol ad in LIBERTY stopped 
71% more men and women per dollar 
invested than the same ad in Weekly A! 


How Did It Get That Way? 


While Dr. Gallup was checking ads, 
he also checked editorial pages. Here 
he made two discoveries: 

First: The most widely read type of 
article was most widely read regard- 
less of the magazine it ran in. The 
best-read articles in all magazines were 
much alike in their dramatic, senti- 
mental, fast-moving simplicity. 

Second: LIBERTY carried more of 


this more-highly-popular type of edi- 
torial material than any other magazine. 

By direct count (see panel above) 
the average editorial feature in 
LIBERTY had a reader interest 17% 
higher than that in Weekly A, 6% 
higher than that in Weekly B, and 
41% higher than that in Weekly C. 

These variations in editorial interest 
directly paralleled the variations in 
advertising interest! 


Paced to the Public 


Eight years ago, LIBERTY was born. 
Into a changed generation. Into a 
world altered in thinking, in living, in 
attitude. 

Into a world speeded up—emotion- 
alized—stirred by swift-moving times 
packed with one fresh miracle after 
another. 

Deliberately—LIBERTY paced itself 
to this post-war public. 

Called in such writers as Winston 
Churchill, Beatrice Grimshaw, Ben 
Hecht, Adela Rogers St. John, S. S. 


Van Dine, H. G. Wells. 

Such artists as Bairnsfather, Benda, 
Flagg, Held, Knight, Tomaso. 

Paid writers by the ’script, instead 
of the word, for hesehers ess. 

And published their stirring writ- 
ings under such heads as “Will Ameri- 
cans and the English Ever Understand 
Each Other?” (Winston Churchill on 
Anglo-American relations) —“To Hell 
with the Admirals!” (Smedley Butler 
saying good-bye to the Navy)—“Is 
Franklin Roosevelt Physically Fit to 
be President?” (the most widely-read 
article in any of the 4 weeklies during 
the Gallup Reader-Interest Census*). 


Nor Is That All... 


To carry all this LIBERTY provided a 
new format. Compact, easy-to-handle, 
free of uncomfortable bulk. An easy- 
reading make-up, with no run-overs, 
no ads buried but all next to live read- 
ing matter. 

Finally—LIBERTY tested everything 
by offering itself to the public! 


By letting magazine readers buy for 
themselves! By banning subscription 
drives, premiums, cut-rates, help-me- 
to- go-through- college pieaders! B 
making every issue sell itself—w 
after week—without benefit of sub- 
scription lists! 

Today more people ask for 
LIBERTY than for any other maga- 
zine. More people buy it week after 
week throughout the year. 

99% of the circulation you pay for 
is circulation bought because it’s 
wanted to be read—only 1% is circula- 
tion-sold-a-year-in-advance ! 


Let LIBERTY Help Make 
Your 1932 a Better Year 


If you are spending money in the mass 
weeklies during 1932, you owe it to 
yourself to give that money every 
chance to do a job. 

You may get along without 
LIBERTY. 

But you may be more successful 
with it! 

Why not examine all the facts thor- 
oughly before you decide? 

Why not study the report of the 6 
studies made by Dr. Gallup—made, in 
three of the cities, under official obser- 
vation by the A.N.A.—and get the 
story on other ads which, like Bar- 
basol’s, ran in duplicate in LIBERTY 
and other weeklies? 

The stopping power of hundreds 
of ads is summarized in this report. 
And the reader-interest “score” of 
many stories, articles and features in 
LIBERTY and other magazines. 

To obtain a copy, simply express a 
desire for it. Without further obliga- 
tion, it will be delivered to any mass 
advertiser by his nearest LIBERTY 
representative. Address LIBERTY, 420 
Lexington Avenue, New York City. 


...and how it got that way! 


%*6 SEPARATE 
STUDIES 


The first attempt to measure reader- 

interest in terms of things actually 

seen and read was made last July and 

August by Dr. George Gallup, of 

Northwestern University. 

Accompanied in 3 cities by official 
observers from the A.N.A., Dr. Gallup 
led his researchers into Springfield, 
Mass. ; Philadelphia, Pa. ; Greensboro, 
N. C.; Columbus, Ohio; Topeka, 
Kansas, and Sioux Falls, S. D., dur- 
ing 6 consecutive weeks. 

In each city, researchers carried then- 
current, fresh copies of the four mass 
weeklies. At each door—15,000 were 
visited during the 6 weeks—they asked, 
“‘Have you a copy of any of these 
magazines?” 

Where the answer was ‘“‘Yes,’’ the 
person replying was asked to leaf 
through the entire magazine, indicat- 
ing what had been noted, what had 
been partly read, what had been read 
all the way through. 

These facts were noted down by 
check marks, and the marked copies 
returned to headquarters as records. 
The actual magazines bearing these 
crayon checks are on file in New York, 
and are available for responsible study. 

Students will discover from them 
two paralleling facts: 

(1) The average editorial feature in 
LIBERTY was read by 17% more 
people than in Weekly A; 6% 
more people than in Weekly B; 
41% more people than in Weekly 
C; and... 

(2) The average advertisement in 
LIBERTY stopped 48% more 
people than in Weekly A; 23% 
more people than in Weekly B; 
and 112% more people than in 
Weekly C. 


Liberty. .. America’s Best Read Weekly 
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ADVERTISING AGE 


December 12, 1931 


JELKE THEME 
INSPIRES FLOOD 
OF INQUIRIES 


“Fat Starvation’ Pulls Hard 
in Tests 


(Picture on Page 16) 


Chicago, Dec, 10—Leaving the de- 
fensive position to which it has been 
forced for years, the John F. Jelke 
Co., maker of Good Luck margarine, 
has turned the tables on butter com- 
petition by appropriating the best 
educational advertising theme ap- 
plicable to either butter or mar- 
garine. 


The new copy thesis, “Avoid Fat 
Starvation,” was tested in a_ten- 
week poster and newspaper campaign 
in Chicago and Omaha which ends 
this week. The Chicago district is 
the home market and the most in- 
tensely cultivated, while the new 
campaign marked the company’s de- 
but in the Nebraska metropolis. Sales 
in both territories have jumped 
amazingly. 

The Jelke copy also makes capital 
of the American Medical Associa- 
tion’s seal of acceptance and the fact 
that Good Luck is dated. Neither 
of these distinctions has been ac- 
quired for a butter. This ingenuity 
was inspired by restrictive legisla- 
tion. 

Under the necessity of correcting 
opinion as to the food value of ant- 
mal fat margarine and of answering 
the direct charge that there is no 
substitute for butter, William Kay, 
advertising manager of Jelke, and 
the Collins-Kirk staff, began an in- 
tensive study of nutrition 18 months 
ago. A few months later they en- 
gaged a university professor to make 
feeding tests to determine the rela- 
tive food values of margarine and 
butter. 


Get Medical Approval 


The professor’s reports were sub- 
mitted to the committee on foods of 
the American Medical Association 
with the text of the new campaign. 
The tests indicated that margarine 
is as nutritious as butter and, in 
some respects, more so and the med- 
ical body gave its approval to the 
claims. 

The story is told in all mediums 
with dramatic photographs in black 
and white. With children in the il- 
lustrations and discussion of the 
food requirements of children, the 
advertisements are addressed to par- 
ents, but are edited to preserve their 
significance to all consumers. 


All of the crisp, interrogative 
headlines reserve the largest type 
size for Fat Starvation. A typical 
head asks, “Is Your Child Growing 
Up Under the Handicaps of Fat 
Starvation? Science says daily use 
of meat fats protects him through 
growing years.” 

In most cases, the advertisements 
are illustrated with two photographs, 
one a pitiful study of a mal-nourished 
youngster. This proved so effective 
that it has been made a hall-mark 
for the series. 

One of the accompanying illustra- 
tions depicts a group of children at 
play with an under-weight youngster 
drooping forlornly on the sidelines. 


Indifferent to Play 


The most dramatic copy to appear 
so far plays on the ambition of par- 
ents for their children. The idea is 
expressed in two illustrations. One 
shows an underweight boy at no 
pains to conceal his indifference to 
the bustling activities of his fellows 
around him. ‘: 

The other portrays a typical mid- 
dle-aged office drudge in eyeshade and 
sleeve protectors, posed apprehen- 
sively before his dynamic, heavy 
jowled employer. The underweight 
boy and unhappy man are pointed 
out with arrows reading, “Today,” 
and “Years Later.” 


BIG PARADE GREETS SANTA CLAUS' AMBASSADOR TO BOSTON 


St. Nicholas couldn't get to Boston in person this year, so he dispatched his heir, 
Santason, in whose honor the Jordan Marsh Company staged a two-mile parade. 
State and city officials and other dignitaries were in the reviewing stand. 


The black and _ white posters, 
which give a condensed version of 
the story told in newspapers and fea- 
ture the same_ key illustration, 
provoked a flood of critical letters 
from the Chicago public. 

Most of the correspondents argued 
that, since the story was not a pleas- 
ant one, the addition of color would 
make the telling more agreeable. 
Others, assuming that outdoor adver- 
tisers are in some way obligated to 
supply artistic diversion, simply 
pointed out that the poster was ugly. 

Mr. Kay dictated tactful answers 
with one eye on sales reports show- 
ing a gratifying increase in districts 
within the posters’ zone of influence. 


Chicago Sets Date 


for Yule Festivity 


The Chicago Advertising Council 
will stage its annual Christmas party 
Dec. 17. Arrangements are being 
made for 1,000 guests. The proceeds 
will go to the Off-the-Street Club, offi- 
cial beneficiary of Chicago advertis- 
ing charity projects. 

Assisting Chairman Basil Church, 
Capper Publications, are W. Frank 
McClure, Burr L. Robbins, H. R. Van 
Gunten, E. E. Brugh, H. K. Clark, 
Joseph J. Barnett, Mrs. G. B. Cum- 
mings, Frank Mullen, Kellogg Pat- 
terson, Joseph H. Robinson, Harlan 
Ware, John Wilson, Lucille E. Fisk, 
Ruth Gragg, Robert G. Marshall and 
Marshall Mathews. 

Ben Bernie’s orchestra, the Rus- 
sian Cossack Chorus, the Ramos 
Mexican Orchestra, and other radio 
headliners are on the program. 


Contests Censorship 


of Radio Commission 

Claiming the power of censorship 
was unlawfully exercised, Rev. Rob- 
ert P. Shuler, operator of KGEF, 
Los Angeles, has appealed to the 
United States Supreme Court to set 
aside the decision refusing the sta- 
tion a license. 

The petition alleges the refusal, 
based on the grounds that Shuler 
made unwarranted attacks on public 
officials, constitutes usurpation by 
the Federal Radio Commission of the 
power to censorship. 


Biggest Wreath for 


Washington Shrine 
The Advertising Club of Baltimore 
will place the largest wreath of flow- 
ers ever made on Washington Monu- 
ment Feb. 11, the 200th anniversary 
of Washington’s birth. Changes in 
the calendar caused Feb. 22 to be 
celebrated as his anniversary. 
Louis E. Shecter is chairman of the 
committee in charge. 


Clothiers Pay Cash 


for Winning Slogans 


“Good Clothes Do Make a Differ- 
ence,” won first prize in a slogan 
contest conducted by 16 Milwaukee 
men’s wear merchants. More than 
50,000 competed for cash prizes of 
$100 and $75 and 16 merchandise 
awards. 

The judges were Anthony Van Pie- 
tersom, Klau-Van Pietersom-Dunlap 
Associates; N. L. Telander, Burns- 
Hall Advertising Agency, and Arnold 
Haake, Browning King & Co. 


Proctor Is Promoted 


Carl D. Proctor, formerly general 
promotion and advertising manager 
of Remington-Rand, Inc., Buffalo, has 
been made general manager of the 
Baker - Vawter -Kalamazoo Division, 
loose-leaf products. He is succeeded 
by S. H. Ensinger. 


Hayes Joins Getchell 


Roy C. Hayes, former publicity di- 
rector of the Campbell-Ewald Co., 
has joined J. Stirling Getchell, Inc., 
of New York and Detroit, in a simi- 
lar capacity. 


New in Boston Club 


The Advertising Club of Boston 
has welcomed to membership Henry 
W. Palmer, Jr., S. A. Conover Adver- 
tising Agency; Harold B. Bross, Fi- 
lene’s; Carl W. Terhune, Boston 
American; Ernest J. Goulston, Goul- 
ston Agency; Philip E. Eaton, Wash- 
burn-Crosby Co.; J. H. Noonan, 
Johnson Educator Food Co.; Mary 
Borges, Vincent Edwards Co., and 
Harold E. Albee, John Donnelly & 
Sons. 


Sponsors Charity 


The Crosscup Pishon Post of the 
American Legion, composed of Bos- 
ton advertising men, took over the 
Dec. 7 performance of the “Student 
Prince” at the Shubert Theatre, and 
gave its percentage to the Christmay 
Relief Fund for Needy Veterans. 


Now “Transit Journal” 


Electric Railway Journal, 48 year 
old publication of the McGraw-Hill 
Publishing Co., New York, which 
serves all branches of the public ur- 
ban and interurban transit industry, 
will be renamed The Transit Jour- 
nal effective in January. 


BLUEBIRD COPY AROUSES JEWELRY TRADE 


“Here, my dear... 
accept this slightly 
imperfect diamond” 


Even if you don't say this—how 
do you know it isn't true? Remember 
that 9 out of 10 diamonds are imperfect! 


Scre LY the most glorious gift 
of all —for Christmas, an anniversary, yourengage- 
ment—is a Diamond Ring. But be sare when you 


Remember that 9 out of 10 diamonds have 
flaws or blemishes ... perhaps unscen, but 


sufficient to mar the value of the gems. 


The price you pay is fair, honest, unalterable . . . 


plainly stamped on a metal price tag. This tag is 
sealed on by The Bluebitd Diamond Syndicatg— 


The Dallas (Texas) Jewelers Association has asked the American 


National Retail 
“pernicious advertising” of the 


ewelers' Association to take action to correct 


Bluebird Diamond Syndicate as 


damaging to the industry. 


TELETYPEWRITER 
ADVERTISING IS 
SEEN IN SIGHT 


New York, Dec. 11.—The Newell- 
Emmett Company has taken over the 
advertising of the trade-mark divi- 
sion of the American Telephone & 
Telegraph Co., N. W. Ayer & Son 
continuing to handle other phases of 
the account. Newell-Emmett will 
stage a campaign for this service. 

Advertising plans for the ‘com- 
pany’s teletypewriter service are said 
to be incomplete. The company has 
established new central switching 
exchanges for teletypewriters, which 
are machines that typewrite electric- 
ally over wires to a distant teletype- 
writer. 

Subscribers to this service can ob- 
tain connection with the teletype- 
writer of any other subscriber to the 
service within the same city or in a 
distant city and this will permit the 
immediate transmission of letters, 
typewritten statements or other in- 
formation between the two subscrib- 
ers. 


How Machines Work 


In effect the method used for in- 
terconnection of the instruments is 
the same as that now employed in 
the telephone system. 

Hitherto, teletypewriter service of 
the Bell system has been furnished 
only in connection with private 
wires which are not connected to 
central switching points. This pri- 
vate wire service, now widely used 
for interoffice communication, will be 
continued as heretofore. 

The new switching service through 
teletypewriter exchanges is now pos- 
sible because of developments in ap- 
paratus and operation. These per- 
mit intercommunication by teletype- 
writer on a nation-wide basis just as 
the development of telephone switch- 
boards made possible the intercon- 
nection of telephone instruments. 

At the beginning of 1931 the Bell 
system was furnishing 10,500 tele- 
typewriter machines, utilizing 48 
per cent of its private line wire mile 
age in its service. 

The Western Union Telegraph 
Company has joined hands with the 
Postal Telegraph Company to com- 
pete with the American Telephone & 
Telegraph Company. The telegraph 
companies claim to have 10,000 print- 
ers on their lines. 


Form Industrial 


Marketing Service 

Sheldon, Morse, Hutchins and 
Easton is a new type of industrial 
marketing organization at 191 West 
10th street, New York. It will pro- 
vide manufacturers with sales re- 
search, advertising and publicity 
service. 

Dr. H. H. Sheldon is chairman of 
the physics department, Washington 
Square College, New York Univer- 
sity. H. A. Morse is president of 
H, A. Morse, Inc., industrial adver- 
tising and marketing counsel. L. W. 
Hutchins is director of public rela- 
tions for the Swann Chemical Corp., 
and Dr. W. H. Easton is a former 
Westinghouse advertising man. 


Cohen Places Copy 


for Reducing Gem 
The William Cohen Advertising 
Agency, Pittsburgh, is using news- 
papers and radio in a new campaign 
for the Rhea Bakers’ new product, 
the Hollywood Reducing Gem. 
After an introductory campaign in 
Pittsburgh, new territory will be in- 
vaded. 


Choose Devine-Tenney 


The Monroe (Mich.) News will be 
represented in the national field by 
the Devine-Tenney Corp., effective 
Jan. 1, 1932. 


Appoint Women’s Agency 

Perma-Facial, Inc., New York, has 
placed its account with Armstrong, 
Gordon & Hunter, New York agency 
staffed by women. 
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cAre you — 


| Pi 

| Interested in Surv 
HERE ARE 
} ee RE is an opportunity to get a lisa of : : | 


75 surveys on family buying and reading habits. _ 


If you are one of the many advertisers and agents 
who have been spending money on consumer in- 
vestigations, you will be interested in these carefully 


gathered opinions of 180,514 individuals. 


“SEVENTY-FIVE SURVEYS,” just published, 


supplies valuable information to anyone whose busi- 


TRPrereat FF cot =m 7°, OTe TFT’ FF CO TOO rm j>— Bt 


ness is to advertise or to sell merchandise. It embraces 


the independent investigations of more than 100 


<P Pana ® 


agents, publications, universities, research groups and 


advertisers themselves, covering an 8-year period. =. s,s 


as TF eT Br 


Send for your copy. It will be delivered to advertisers hier 


and agents on request. 


Magazine — 


" | THE CROWELL PUBLISHING COMPANY, NEW YORK x 
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WOULD CHANGE 
JUNKING PLAN 


Philadelphia, Pa., Dec. 11.—Auto- 
mobile manufacturers will appoint 
official junking yards throughout the 
country and will pay the junking 
bonus against certificates of demoli- 
tion issued by these approved yards, 
if the National Automobile Cham- 
ber of Commerce accepts revisions 
in the Highway Safety Plan offered 
by H. R. Cobleigh. 

Mr. Cobleigh, who made a survey 
at the request of the N. A. C. C., 
makes these further recommenda- 
tions: 

Bonding the approved yards 
against their selling junk cars; per- 
mitting them to sell salvaged parts; 
and acceptance of dealer organiza- 
tion nominations in appointing the 
approved yards wherever this can 
possibly be done, 

“The present Highway Safety plan 
fell short because of two things,” 
according to Automobile Trade Jour- 
nal, “First, the requirement that the 
car for which a bounty was paid 
from the junking fund of the manu- 
facturer be broken up in the pres- 
ence of a representative of the com- 
pany; and, second, because it pre- 
sumably forbade the resale of sal- 
vaged parts. 

“The first requirement frequently 
meant the holding of a useless car 
in storage by the dealer for some 
time awaiting the arrival of the 
proper representative with conse- 
quent cost in storage space and in- 
convenience to the dealer. The sec- 
ond difficulty was that the car, after 
being broken up at the dealer’s place 
of business in the presence of the 
factory representative, was absolute- 
ly worthless, and, instead of being 
salable for salvage, usually cost the 
dealer something for having it 
carted away.” 

About 300,000 cars were removed 
from circulation last year by the 
Highway Safety Program. 


Detroit Club Men 
Appear in Talkies 

A talking film, produced by Mau- 
rice Caplan, president of the Metro- 
politan Motion Picture Co., in which 
appeared prominent members of the 
Adcraft Club of Detroit, furnished 
the surprise of the club’s 26th birth- 
day party Dec. 4. 

The climax of the film came when 
Larry Smith was seen taking Charles 
A. Brownell, dean of Detroit adver- 
tising men and speaker of the day, 
to his hotel in a 1905 car. 


Publish New Work 
on Retail Selling 


The McGraw-Hill Book Co., New 
York, has published “The Seven Keys 
to Retail Profits” by Clyde Bedell, 
director of sales and advertising, 
Butler Brothers, Chicago. 

The book puts emphasis on stock 
control, open display, good will and 
ageressive selling methods. 


CONVINCING THE SALESMEN 


Westinghouse presented this bridge at its sales convention in Chi- 
cago. All went well until one stone was removed. Then the entire 
structure collapsed. 


Boost Tariff Rates 
on Two Products 


Increased rates on McKay sewed 
shoes and fresh green peas and 
lower rates on five other products 
were approved by President Hoover, 
the United States Tariff Commission 
announced. 

Decreases were specified on win- 
dow glass, turned shoes, crude feld- 
spar, green peppers and eggplant. 


King and Wiley in 
Foreign Expansion 

King and Wiley and Co., Inc., 
Cleveland agency, has made an ar- 
rangement with Amalgamated Pub- 
licity Service, London, which is tan- 
tamount to branch representation. 

The agency recently opened a 
branch in Chicago. 


Start “Oil & Soap” 


The first issue of Oil € Soap, a 
monthly, will be published next 
month by the Gillette Publishing Co., 
Chicago, Alan Porter Lee is the edi- 
tor. The paper will be the official 
publication of the American Oil 
Chemists’ Society. 


Sells Front Page 


The Davenport (Ia.) Democrat 
sold the front page of its Dec. 8 is- 
sue to local financiers offering an is- 
sue of bank stock. The promotion 
had the character of a civic welfare 
project, as sale of the stock insures 
a new bank for the city. 


Hitchcock’s New Work 

Ralph V. Hitchcock, formerly an 
account executive with Albert Frank 
& Co., New York, has joined Kelly, 
Nason & Roosevelt, Inc., as manager 
of the commercial department. 


Radio Recruits Slater 


Eugene L. Slater, recently Hudson 
executive with C. C. Winningham, 
Inc., Detroit, has been appointed 
commercial representative of the Col- 
umbia Broadcasting System at Char- 


lotte, N. C. 


The Golf Market Survey 


1931-32 Edition Available to og he and Advertising 
Executives December 10th 


... size of market. . 


. investment . . . opera- 


ting departments . . . income and expenditures 
. .. functions and requirements. . . buying 
practices and buyers....dealer information. 


GOLFDOM-—The Business Journal of Golf, looked 
upon by the buying-operating executives of 
America" s golf clubs as the one comprehen- 


sive source of accurate 


equipped to give advertisers reliable 
guidance on selling the golf market. 


If you want to know what 
the golf market did in 
1931 and what its outleek 
is for 1932, get your facts 
and figures from the one 
survey that bears the en- 
dorsement of the field's 
leading factors. 


information, is 


The Business Journal 


Published F a of A Month 
205 W. Wacker Drive, Chicago 
Eastern: Albre Gaylor, 20 Vesey St., N.Y.C. 
Panne 100 N. La Salle St., Chicags 
Pacific: Hal Cole, 46 Broadway, Los Angeles, Cal. 


Pablishers of 
Ship Papers to 
Part Company 


New York, Dec. 11.—The Atlantic 
edition of the London Daily Mail, 
which is published daily on the ships 
of the Cunard and Anchor Lines, 
will cease publication Dec, 31 and 
will be succeeded by the Cunard At- 
lantic News and the Anchor Line 
News, with the Wireless Press, Ltd., 
of London as publishers. Publica- 
tion of the new papers is to start 
Jan. 1, 

The arrangement under which the 
Wireless Press and the Chicago Trib- 
une have been joint publishers of 
daily newspapers on the ships of the 
White Star, Red Star, Atlantic 
Transport and United States Lines 
will be discontinued at the end of 
the year, according to Arthur Brew- 
ster, vice president of Wireless 
Press, Ltd. 

The two companies have published 
The Ocean Times for several years 
The Tribune will publish a ship pa- 
per on the United States Lines and 
the Wireless Press will do likewise 
on the ships of the White Star, Red 
Star and Atlantic Transport Lines. 


Directs Dealer Corps 


A. A. Uhalt has been made man- 
ager of the newly created dealer di- 
vision of the General Electric re- 
frigeration department, Cleveland. 
With his assistant, Fielding Chand- 
ler, he is at work on a new dealer 
structure and plan of operation. 


New Agency for Cleaner 


Annette’s Perfect Circle Cleanser 
Co., Boston, maker of a powder 
cleaner for fabrics, furs and felts, 
has retained Wood, Putnam & Wood 
Co., Boston. 


Odol Goes to Faxon 


Faxon, Inc., Chicago, has been ap- 
pointed for Odol mouth wash and 
toothpaste, products of the Odol 
Company of America, Chicago. 


Liquid Carbonic Moves 


The Liquid Carbonic Corp., Chi- 
cago, soda fountain equipment, has 
moved its account to the local office 
of N. W. Ayer & Son. 


Represented by Beckwith 


The Canton (Ill.) Ledger & Regis- 
ter has appointed the Beckwith Spe- 
cial Agency, Inc., national represen- 
tatives. 


Allen-Klapp Adds One 


The Allen-Klapp Company has 
been appointed national representa- 
tives for the Macomb (Ill.) Journal. 


Conant Joins Agency 
L. J. Conant, at one time mer- 
chandising manager of the St. Louis 
Post-Dispatch, has joined Everett R. 
Roeder, St. Louis advertising com- 
pany. 


Move N. Y. Offices 


The Reuben H. Donnelley Cor- 
poration has moved its New York 
offices to 305 East 45th Street. 


Predict More 
Black, White 
Offset in ’32 


Cleveland, O., Dec. 11—The Harris- 
Seybold-Potter Company, which is 
celebrating “the silver anniversary 
of offset,” believes 1932 will see more 
black and white work of this type. 

“The beauty of black and white 
has been almost overlooked in the 
continued emphasis of color,” said an 
officer of the company, “but a few 
advertisers who appreciate the value 
of the unusual are planning to use 
more black and white.” 

A. F. Harris, now chairman of the 
board of the company, is credited 
with being the discoverer of offset. 
According to the story, Mr. Harris 
heard a lithographic pressman an- 
grily address the universe in general 
and his feed girl in particular when 
she failed to trip the press as she 
missed feeding a sheet. The result 
was an impression on the blanket. 

Mr. Harris inquired what had hap- 
pened. The pressman showed him a 
sheet which was not only printed on 
the face, but was printed or “offset” 
in reverse as well. Mr. Harris noted 
that this effect was much more deli- 
cately done than the direct impres- 
sion and the lines were sharper and 
clearer. 

With his brother, Charles, he be- 
gan experiments which resulted in 
perfection of the offset process. 


“Western Veteran” Starts 

Paul Robinson has started West- 
ern Veteran as a semi-monthly at 
Salt Lake City, Utah. 


$10,000 in Prizes 
The American Hammered Piston 
Ring Co., Baltimore, announced a 
$10,000 prize contest at the annual 
sales conference. 


Whipple Dies Suddenly 
H. C. Whipple, twice president of 
the Advertising Club of Pueblo 
(Colo.), died suddenly in that city 


:llast week. 


UPHOLD COLOR 
IN GASOLINE 


Denver, Colo., Dec. 11—The sec- 
tion of the law prohibiting the sale 
of colored gasoline in Colorado un- 
less it possessed “special qualities” 
has been declared unconstitutional 
in the district court here. 

The case was brought by the 
Derby Oil company, which was re- 
fused a license. Judge E. V. Hol- 
land said he would sign an order 
restraining James Duce, state oil 
inspector, from interfering with the 
sale of colored gasoline. The case 
will probably be appealed by the 
state attorney general. 


Can’t Register 
‘Amos‘n’ Andy,’ 


‘MadameQueen’ 


Washington, D. C., Dec, 11—Regis- 
tration of “Amos ’n’ Andy” as a 
trade-mark for work shirts has been 
refused by the U. S. Patent Office 
upon the opposition of Charles J. 
Gorrell and Freeman F. Gosden. 

Opposition was filed under section 
5 of the Trade-Mark Act of 1905, 
which prohibits registration of any 
mark which consists merely of the 
name of an individual, firm or corpo- 
ration, not written in some distinc- 
tive manner. 

The fact that the partnership of 
Amos and Andy does not sell goods, 
but merely performs skits, dialogues 
and dramatic composition was held 
immaterial. 

The Patent Office also refused reg- 
istration of “Madame Queen” as a 
trade-mark for toilet preparations, 
holding it conflicts with “Queen,” 
which is already registered. 


Named by Cooperative 

The Dairymen’s League Coopera- 
tive Association, New York, has ap- 
pointed Hanff-Metzger, Inc. 


w 
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Just Another Gadget 
..or a Welcome Gift? 


OON the art director, the copy man and the produc- 
tion manager will be comparing their Christmas gifts 


from the suppliers. 


Among the collections are sure to be a combination flash- 
light and fountain pen, a trick cigarette box and other gadgets 
that are little valued and quickly forgotten. 


This year of all years, you will find it best to give a useful 
gift to those much cherished clients and customers of yours. 


A novel and especially appropriate gift for the advertising 
manager, art director, copy writer, editor and production 
manager is a cellophane wrapped copy of “Advertising Type 
Combinations” by Arthur C. Arnold and Robert H. Powers. 


It will help your client to simplify the task of selecting type 
combinations for direct mail, advertisements, magazines, 
books and house organs. It will act as a constant reminder 
of your interest in his continued success. 


Just send us the number of clients on your Christmas gift 
list. We will quote you the quantity discount on the book 
that is fast becoming an indispensable part of the tools of 
advertising, printing and publishing. Do it today! 


GUY C. SMITH, General Mgr, 


Brooke, Smith and French, Inc., says: 


"I consider this book so helpful in 
producing effective typography that 
I am hereby ordering 40 copies for 
distribution among our clients, pro- 
duction, contact and creative staffs.” 


SINGLE COPY $3.00 POSTPAID 


ADVERTISING AGE, Book Dept. 


537 S. Dearborn 


St., Chicago, Ill. 
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There Are Times 


When Hard Work Is NOT What’s Needed! 


HE idea back of THE MARKET DATA BOOK did 

not originally include rendering a service to people 
who have spring fever all winter. It was, rather, intended 
for those who need facts, in quick-reference form, about 
specialized markets; what they buy; how much, when 
and how they purchase; trends likely to affect their sales 
opportunities in specific fields; and complete lists of spe- 
cialized mediums, rates, closing dates, etc. 
But, people who were too busy and some who were too 
lazy to take time out for researching every time they 
needed dependable market figures soon found THE 
MARKET DATA BOOK a great time and energy saver. 
They liked its consciseness and quick reference form. 
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Because this book is published as a service to sales and 
advertising men, it is not for sale. You can secure a copy 
of the new, 1932 edition by subscribing to CLASS & 
INDUSTRIAL MARKETING—a monthly journal cov- 
ering every phase of selling and advertising to special- 
ized and industrial markets, including the management 
of salesmen, methods of compensation, planning, adver- 
tising, the building of catalogues, securing the coopera- 
tion of distributors, introducing new products, servicing 
customers, getting inquiries, etc. 


For your convenience—Ah! There it is down in the lower 
corner. 


"eects eas wit -HERE IT IS! THE COUPON! ————-==—=-=-<-=-= 


CLASS & INDUSTRIAL MARKETING, 
Terminals Building, Chicago, Ill. 


I accept your invitation to secure a copy of the new 280-page MARKET DATA 
BOOK for 1932—FREE—with a subscription te CLASS & INDUSTRIAL MAR- 
KETING at the regular rate of $2.00 per year. 


So enter my subscription at once and send the book free and all charges prepaid. 


O $2.00 enclosed 
Check one & Bit) me later 


Re so 


| a ul SS 
er er ee ee re er 
ne a 
ya 
YOUNG FELLA youry 
Gost, " ROUND HERE Live. pee 
3 com EING MILL FOR Wo wey Fe, d 
! IN \\ SHIH ry YOU GT THOSE Figures Yi» “ bay 
~ N : 
( > at = WEEKS | mn 
a: : 
DMA ww | tt weet MARKETS 
SS S gt : 
SS 2 rite} A\ \ 
— 5 3 J 
= i | PPNOW NA 
SFaI\L&S \\SAe, BW Sl aK | 
—{ SVS _ \ Sa Bn > ee Pi: 
\) wy 2 A A Xz os and Mees 
A S = \ : T CAM ea 
/ SS Ze WAN Sv, \ A SHAS ALE THAT oo! pe 
7 Vf WAY Dp MOR ‘ tes es Hie 
Z ; ®, TF / f AS Dope AND N ‘ 
YN . (BS @Y | ee 
L/S B/epZ > = 2 aa 
<—— [= y “aX, — / eet 
SS Sa > , = \ S oWAWwW AO — | 4T? pile 
| e. = Lom (SFA 'E | j soa 
} vl | SY 
: l - t 
‘ ; ee —¥ oe a ¢ : 
Ho SX — 
He \ WN EZ | 
» NOTH WX - 
‘an \ WaveNs \ = ae 
NH \ | | SEN en — 
Ss \\ VSS —siteeesey aii 
| XS ye SSCS 
- . XK “aq vat Rossy * 
a \ §) User ES eae 
D- 2 ee 
. pe. 
» ye 
oe ae — 
| 
@ 
yyy WY" Y Yp\|| we 
yy py, y), yi 1d y 
‘MeRKET DATA)” = 
LY yp wy WYY/\ = <6 
Lio |e | | 
>  ©®©@2»vd‘Ne 4 
. fj f | 9 WRN RIN sos cinni aitstaseei pines sis cosh tieantaneseconestnnyleenenanenmennan 
& ‘ 
Ps ' PWGMR. ceccosncccccccacegeesegsocecovocesccscec es PRMMMMc ccccnescqececcceuesoosestes 7 
a a aM i 
dE Ang ny OREN Pe Oe Te) NO eg es  . a nec ORe  e  e  ee 


ie 


12 


ADVERTISING AGE 


December 12, 1931 


MOVES DEMONSTRATORS TO THE CURBSTONE 


Foodtown Kitchens, Chicago, manufacturer of Wheat and Rice Pops, is substituting these traveling 
kitchens for demonstration booths in dealers’ stores. 


“POPS” SUCCESS 
IS ATTRIBUTED 
TO SAMPLING 


Wins Wide Distribution in 
Four States 


Chicago, Dec. 11.—Starting from 
scratch Sept. 1, Food Town Kit- 
chens, Inc., has obtained 80 per cent 
distribution in both independent and 
chain outlets in Illinois, Indiana, 
Iowa and Wisconsin, for Wheat and 
Rice Pops, new prepared cereals. 
Jobber customers queried this week 
reported that in this territory Pops 
are selling as well as any similar 
product. 


Confident it had the best product 
of its kind, the company began op- 
erations with the idea of buying the 
prepared cereal market at any price 
necessary and reimbursing itself 
later. Generous sampling has con- 
tributed to the success, as has the 
policy of treating chains and inde 
pendents exactly alike, which has 
helped to keep Pops out of the loss 


leader class and high in trade esti- 
mation. 

The first step in putting Pops on 
the market was a drive on Chicago 
independents by the manufacturer’s 
crew of 70 salesmen late in August. 
They carried portfolios containing 
proofs of newspaper advertisements, 
descriptive matter on radio  pro- 
grams and other promotion with let- 
ters from John L. Kellogg, president 
of the company, and Wm. D. Mc- 
Junkin, president of the McJunkin 
Advertising Co., the agency in 
charge, outlining plans. 


Missionary Work 


The company guaranteed the credit 
of all dealers sold, delivered orders 
direct and issued jobbers a merchan- 
dise credit to cover their profit. By 
Sept. 12 when the first teaser copy 
appeared, 8,400 dealers had been 
stocked. 

The first sampling was done 
through dealers, the teaser adver- 
tisements appearing Sept. 12 to 15, 
prior to announcement copy on the 
16th inviting consumers to “Say 
Pops to your grocer and see what 
you get.” 

With orders for two cases or more, 
dealers were given a minimum of 48 
samples, with window stickers, ledge 
cards and a window banner reading, 
“Come in and say Pops and see what 
you get.” 


With an order for 10 cases, the 


tising field. You can 


537 S. Dearborn St., 


| ADVERTISING AGE, 
Chicago. 
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10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 


Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


' No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


$1aYear .. 52 Issues 


USE THE COUPON 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 
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skim the headlines in 


company furnished an action window 
display. This also went out with 
smaller orders where the dealer 
agreed to keep it up for a reasonable 
period. 

When the dealer campaign was 
over, the company continued samp- 
ling over the radio, througn novelty 
advertisements, house to house 
crews and store demonstrators. 
The radio sampling is done on a 
juvenile program with the offer of a 
paper pop gun for children for a 
box top. 

The door-bell method ‘is used by 
the house-to-house crews, who put 
the sample in the housewife’s hands 
with a recipe booklet and a little 
talk. 

Traveling Kitchens 


To supplement store sampling with 
demonstrators, the company has or- 
dered 10 traveling kitchens. Each 
will cover several stores a day, and 
at noon and tea time will serve Pops 
to jobber and dealer organizations. 
To encourage sampling in families 
with small children, the company 
will use full-color half-pages in the 
comic sections of 10 newspapers Dec. 
13 featuring a child’s game, Pops 
Merry-Go-Round, for two box tops 
and ten cents. The company has or- 
dered 1,000,000 of the toys. 

Newspapers on the list are the 
Chicago Tribune, American Home 
Journal (published with the Satur- 
day edition of the Chicago Amer- 
ican), Indianapolis Star, Louisville 
Courier-Journal, Minneapolis Tri- 
bune, Minneapolis Journal, St. Paul 
Dispatch & Pioneer Press. Milwaukee 
Journal, Omaha World-Herald and 
Des Moines Register and Tribune. 

The novelty copy gives the pre- 
mium more emphasis than the prod- 
uct. It has a triple-head layout, only 
one mentioning Pops. 


Blankets Field 


The size of the newspaper sched- 
ule ranks the company with the big- 
gest advertisers of cereals. In Chi- 
cago it uses four English and two 


tisement of 100 to 1,250 lines. 

The backbone of the newspaper 
advertising is shotgun copy, using 
every argument except price and 
vitamins. Price has been eliminated 
from advertising and packages in the 
belief that whatever is gained by an 
economy story is more than offset 
by the danger of tempting dealers 
to cut prices. 

Advertising has created a versa- 
tile character for Pops. It is pre- 
sented as the only cereal that can 
be used cooked or uncooked. By 
substituting Pops for other ingred- 
ients in her favorite dishes, the 
housewife can make many tempting 
new foods, the copy points out. 


“Forbes” Offers Discounts 

A new rate card issued by Forbes, 
New York, effective Jan. 1, intro- 
duces time discounts for general ad- 
vertising—5 per cent for 12 and 10 
per cent for 24 insertions. 


Miss Hubbard Joins Up 


Carol Hubbard, Chicago represen- 
tative of the Geyer Publications, 
New York, has joined the Women’s 
Advertising Club of Chicago. 


Hartman Sales Up 
Sales of the Hartman Corp., fur- 
niture chain, increased to $547,152 in 
November, 1931, compared with $521,- 


foreign dailies for a weekly adver-' 


ELECTRIC RANGE 
MAKES NEW BID 
FOR POPULARITY 


Maxon in Charge of Three- 
Year Campaign 


(Continued from Page 1) 


refrigerator, and which is now be- 
ing launched for the electric range.” 
In practically every section of 
the country, present range sales or- 
ganizations will be taken over as 
rapidly as possible by authorized 
General Electric range distributors, 
who will develop an increasingly 
large additional range market. 
These distributors will both un- 
dertake the sale of ranges on a re- 
tail basis and extend advertising 
and sales cooperation to all retail 
outlets and utilities. 

The three-year program is spon- 
sored by the National Electric Light 
Association, through its domestic 
electric range committee, and the 
electrical industry has pledged ac- 
tive support. 

About $3,600,000 will be spent by 
the electrical industry in national 
advertising during the three years. 
Range manufacturers’ own advertis- 
ing will add an estimated $8,400,000. 
The expected business is a million 
ranges, which with additional house 
wiring, new switches and other 
necessary work will mean _ $500,- 
000,000 worth of business according 
to Electrical Merchandising. 


To Charchill Hall 


Velogen, Inc. (skin lotion), New 
York, has appointed Churchill-Hall, 
Ine. The agency will co-operate in 
management of the advertising with 
Samuel P. Steckler, president. 


Death Tahes Bedford 


F. H. Bedford, 77, former vice- 
president of the Standard Oil Co. of 
New Jersey and one time president 
of the Standard Oil Company of Bra- 
zil, died in New York Dec. 4. 


Pick Donahue & Coe 


The National Theatre Supply Co., 
New York, is now placing its adver- 
tising through Donahue & Coe., Inc. 
New York. 


Motologue Moves 
The Motologue Advertising Corp., 
Newark, N. J., has leased quarters 
in a building at St. Francis and 
Ferry streets. 


Ban Liquor Copy 
Liquor advertising will be banned 


in Saskatchewan newspapers after 
Jan. 1, 


DIRECTS DRIVE 


W. A. Grove, advertising manager 
of Edison General Electric Appli- 
ance Co., Chicago. 


Davis Is Agency’s 
Secretary-Treasurer 

After seven years with the Gris- 
wold-Eshleman Co., Cleveland, John 
Davis has been made secretary-treas- 
urer. He was formerly with N. W. 
Ayer & Son. 

A new account with the agency is 
the Cleveland Ice Cream Co. Allan 
Rood, late of the McGraw-Hill Pub- 
lishing Co., will become an account 
executive with Griswold-Eshleman 
Dec. 15. 


Women’s Club Mames 


Miss Thomas Treasurer 
Gladys Knight Thomas, of the 
John D. Emrich Co., representing 
Boys’ Life. has become treasurer of 
the Women’s Advertising Club of 
Chicago. 
She succeeds Helen Somerville, re- 
signed because of illness. 


Jarman Sales Up 
Net sales of the Jarman Shoe Co., 
Nashville, Tenn., for the year ended 
Oct. 31 were $5,662.000, compared 
with $5,018,000, in 1930, making it 
the world’s largest exclusive manu- 
facturer of men’s shoes. 


Tariff Hits Oranges 
The new Canadian duty on oranges 
affects about 7 per cent of the United 
States commercial crop, alding Brit- 
ish growers, the Department of Ag- 
riculture reported. 


Hearst Buys “Express” 

William Randolph Hearst bought 
the Los Angeles Evening Express 
from Paul Block Dec. 9 and merged 
it with the Evening Herald. 


Spencer Wins Prize 
M. J. Spencer, display manager of 
the Dayton (0O.) Dry Goods Store, 
won the $50 prize in the contest of 
the Cannon Mills, New York. 
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Beautiful meeting 
room for 300 people 
NEW GARAGE NEXT DOOR - 


HARRY F. HERMANSEN 
Manager 


JUST AROUND THE 
CORNER FROM EVERYTHING 


‘ CHICAGO 
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9 OBJECTIVES 
ARE CLINCHED 
BY PARMELEE 


Gave Cab-Riding Public What 
It Wanted 


New York, Dec. 11.—A six months’ 
campaign by the Parmelee System, 
operating 5,000 taxicabs, or about 25 
per cent of New York’s total, ac- 
complished five things, according to 
Robert B. McClean, vice-president of 
the World Wide Advertising Corp., 
handling the account: 

1. Promoted a better opinion of 
the cab driver by the public. 

2. Transformed the taxicab driver 
into a transportation salesman. 

3. Put taxicab operation in public 
utility rank. 

4. Sold the merit of clean cabs, 
carefully operated. 

5. Capitalized responsibility of 
the system as a reason for patron- 
age, in a field where 10,000 independ- 
ent vehicles compete with a few or- 
ganized companies. 

While the campaign was. an adver- 
tising success, it was an even greater 
management success, Mr. McClean 
believes. 

Two years ago, Parmelee sum- 
moned E, S. Higgins from Philadel- 
phia as vice-president to cut the 
Gordian knot resulting from _ too 
much unregulated competition. Mr. 
Higgins had tucked 20 years of cab 
operation under his belt since leav- 
ing Yale and believed you had to 
have something to advertise before 
you could advertise successfully. 


Higgins’ Philosophy 


He reorganized the employment 
bureau to include a searching scru- 
tiny of the physical condition of 
drivers, with special checks on eye- 
sight; installed full-length mirrors 
near the dispatchers’ offices in the 
eight Parmelee System garages in 
New York so that drivers might ap- 
praise their appearance; installed 
whisk brooms in cabs; started the 
“Newsreel,” a monthly, to tell driv- 
ers what the company was shooting 
at; and instituted rewards for acci- 
dent prevention and regular attend- 
ance. 

Newspaper advertising was based 
on a survey among riders which re- 
vealed cleanliness of cabs and care- 
ful and non-smoking drivers as the 
public ideal. 

Finally, the company emphasized 
its moral and financial responsibility 
in advertising which pointed out 
that there are 60,000 unsatisfied 
judgments against New York taxicab 
owners, none against Parmelee. 

The key to the advertising was a 
trade-mark which took the form of 
a map of the United States. Metal 
plates carrying this device were 
placed on both front doors of each 
cab when the company was ready 
to start advertising. Every adver- 
tisement directs attention to the 
“map on the door,” and this symbol 
is gradually converting taxicab rid- 
ers into Parmelee customers. 


Television? Not Yet, 
Reports Commission 


Although television has made great 
strides in the last year, it has not 
yet reached the point where the 
Federal Radio Commission will rec- 
ognize commercial possibilities, that 
body’s annual report said. 

There are now 612 radio stations, 
against 621 a year ago. 


Entertained at Waco 
Following their first meeting since 
the October convention, officers and 
directors of the 10th district, Adver- 
tising Federation of America, were 
the dinner guests of the Waco Adver- 
tising Club. 


Discontinues Branches 
The Ohlen-Bishop Co., Columbus. 
0., manufacturer of saws, has elimi- 
nated its direct branches in favor of 
jobber-branches to decrease overhead 
and encourage jobber activity. 


SOLVES PUZZLE 


E. S. Higgins 


Radio Editors 
Cast Votes on 


Best Programs 


New York, Dec. 11.—The radio 
programs of Pepsodent, Palmolive, 
Chase and Sanborn and G. Washing- 
ton coffee are considered the best in 
their respective lines by 132 radio 
editors polled by the New York 
World-Telegram. 

Guy Lombardo led all dance orches- 
tras in the estimation of the editors, 
with Paul Whiteman, of Allied 
Quality Paint Group and Ben Bernie, 
of Blue Ribbon Malt, close behind. 

Morton Downey, of Camel, is the 


foremost singer of popular songs, ac- 


cording to the vote. 
sponsorless, was 
Vallee, 
Kate Smith, La _ Palina 
Sewanee singer, followed. 


Bing Crosby, 
second, Rudy 


G. Washington coffee’s Sherlock 
Holmes series was regarded as out- 
standing in the dramatic field. The 
Time program, The March of Time, 


was second. 


Palmolive was called the best mu- 
sical program and Tastyeast’s Gloom 


Chasers the best comedy act. 
Amos ’n’ Andy, 


while Pepsodent’s new offering, the 
Goldbergs, got but 10. 

Lowell Thomas, The Literary 
Digest, was hailed as the best com- 
mentator. Ben Bernie, Blue Ribbon 
Malt, was called the best master of 
ceremonies. Jessica Dragonette, of 
Cities Service, received 208 votes 
against 113 for Olive Palmer. 


Eddie Cantor, of the Chase & San- 


born program, was regarded as the 
most successful stage star on radio. 


Milton J. Cross was called the best 
studio announcer and Ted Husing the 


best sports announcer. 


Mobo to Donahue-Coe 

The John T. Stanley Co., New 
York, Mobo automotive specialties. 
has appointed Donahue & Coe, New 
York, which will 


rect mail. 


Litic Invents Sign 


John F. B. Litic, Grantwood, N. J., 
has received patents on a new adver- 
tising sign, which produces unusual 
optical effects by the use of mirrors. 


Coast Account to Frank 
Peirce, Fair & Co., Pacific Coast 


investment house, has placed its ad- 
vertising with the San Francisco 


office of Albert Frank & Co. 


Agency for Seeds 


Weston-Barnett, Inc., Minneapolis, 
will use farm papers, magazines and 
direct mail for Oscar H. Will & Co., 
Bismarck, N. D., seeds, a new ac- 


count. 


Give Christmas Shoes 


Members of the Advertising Club 
of Boston are donating $3 each to a A 
special fund to buy shoes as a Christ- 
mas remembrance to needy children. 


of Fleischmann’s Yeast and 
cigar’s 


the Pepsodent 
stars, polled 77 out of 132 votes, 


use magazines, 
painted boards, trade papers and di- 


‘Lively Wool’ 
1932 Theme of 
Bigelow Rugs 


(Picture on Page 16) 

New York, Dec. 11—‘Lively Wool” 
will be the theme of the Bigelow- 
Sanford Carpet Co., Inc., beginning 
in February, 1932, in the most ex- 
tensive national advertising cam- 
paign ever conducted by a carpet 
company. Six women’s magazines 
will be used with schedules stag- 
gered to conform with the heavy 
buying seasons in April and Octo- 
ber. 

The advertisements will be in four 
colors. Trade advertising will rein- 
force the consumer campaign. 

This appeal is based on the 
results of nation-wide consumer and 
dealer surveys made by the Newell- 
Emmett Company, Bigelow’s adver- 
tising agents, covering 21 selected 
cities with a population over 100,- 
000. 

“We believe we have discovered 
the qualities which make the strong- 
est appeal to the consumer,” said a 
Bigelow official. “We are going to 
make it easier for the consumer to 
buy good rugs and also for the 
dealer to sell them.” 

Newspapers will be used as local 
conditions may warrant. 


KFAB Off Network 


KFAB, Lincoln, Neb., has left the 
N. B. C. network and will operate 
independently. 


ADOPTS COMICS 


THe (MM AL 
GEORGE se MANUS 
1 the 9wES/OEN 


The Lexington Hotel, New York, 

stimulates distribution of its adver- 

tising by providing guests with 
post cards by McManus. 


Offer Cash Prizes 


for Furniture Copy 


Cash awards of $625 will be 
awarded in the exhibit of newspaper 
advertising of furniture dealers at a 
House Furnishings Show in Chicago 
Jan. 10-16. 

There will be two prizes in each 
of three groups of advertisements, 
with a grand prize of $125. 


Kraft Chairman for 
Achievement Week 

Warren E. Kraft, general manager 
and vice-president of Erwin, Wasey 
& Co., Seattle, has been appointed 
chairman of the Advertising Achieve- 
ment Week campaign of the Pacific 
Advertising Clubs Association. 

He will be in charge of synchron- 
ized activities of 31 clubs in drawing 
public attention to the value of ad- 
vertising. 

Raymond P. Kelley, Syverson, Inc., 


| Spokane, has been appointed chair- 


man of the speakers’ committee for 
the annual convention. 


Frigidaire Picks 
Judges for Contest 

Three business paper editors have 
been picked as judges in the $6,000 
Frigidaire Christmas contest for the 
best nine-word statements about 
Frigidaires. 

They are L. E. Moffatt, Electrical 
Merchandising, New York; F. M. 
Cockrell, Electric Refrigeration 
News, Detroit, and B. A. Grimes, 
Printers’ Ink, an advertising paper. 


Suburban Magazine 
Prints Six Editions 


Suburban Home, a monthly maga- 
zine, has begun publication in six 
sections to cover as many Chicago 
suburbs. 

Frederick C. Kinney is advertising 
manager and Earle S. Barber editor. 
Offices are at 627 Grove street, Ev- 
anston, Ill. The paper is printed in 
the Milwaukee plant of the Cuneo 
Press, Inc. 


CHICAGO 


(ey St Lows 


fi) 
| 
MINNEAPOLIS P T PAUL 


J 


—, 


DETROIT. las 
OY, 


To New Yorn 


tion. 
independence and dullness. 


able to handle all of the traffic between any two 
And, the person using this one line may 
think it wasteful to have several lines between any 
two cities. But, even though he may be partial to one 
he is, nevertheless, glad to have an optional route. 


points. 


Popular Building & Contracting is a new line between 
the manufacturer of building materials and his dis- 
tribution. It is not published so much as a competitor 
with the existing line as an added service in the most 
important division of the country’s second industry. 
It is published with the feeling that the average 
advertiser is more comfortable when he has a choice. 


It is a most efficient medium. Every detail is mod- 
ern, clean-cut and timely. It gives advertisers the 
privilege of looking around and permits them to 
buy on comparisons. This new service between the 
point of manufacture and the point of construction 
is something more than “just another magazine.” 


If this service is needed—if this important field 


needs two publications—if 


handled and the rate is fair—it is not entirely se'fish 
that we ask for consideration on your 1932 schedule. 


Pop ular Building end Contracting 
203 NORTH WABASH AVENUE, CHICAGO 
MAGAZINE OF MATERIALS — METHODS — EQUIPMENT 


SERVICE 
between 
POINTS 


Real service usually comes as the result of competi- 
The lack of competition creates indifference, 


One railroad might be 


the service is capably 
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Snead Criticises 
Lazy F. ollow-aps 


Hunter Snead, sales promotion 
manager of the Edwin L. Wiegand 
Co., Pittsburgh, told the Pittsburgh; 
Advertising Club this week adver- 
tisers work to create inquiries only 
to neglect them. 

Only 19 of 231 advertisers re- 
sponded promptly to inquiries. Two 
answered after 31 days. 


Wells Leaves Kresge 
Alan A, Wells, one time advertis-, 
ing manager of R. H. Macy & Co.,, 
New York, has resigned as director 
of sales and publicity for the Kresge 
Department Store, Newark, N. J., 
effective Feb. 1. 


Hulett Is Advanced 


After 18 months with Electromas- 
ter, Inc., Detroit, ranges, Gerald Hu- 
lett has become sales promotion man- 
ager. 


-INVEN- 
TION 


If the Fairchild Publications 
didn’t exist, they would have 
to be invented for the good 
and welfare of the textile, ap- 
parel and related industries. 

' And it would take, among other 
things, fifty years of ceaseless 
work and unstinted outlay to 
invent them. 


Fairchild Publications 


8 East 13th Street, New York, N. 
418 S. Market Street, Chicago, Ill. 


COLLEGE TOWN 
SALES WORK 


SUCCESSFUL college paper 

campaign is one that has the 
backing of a successful college 
town merchandising effort. Each 
town considered individually and 
developed along selling lines. 
Individual dealer support must and 
can be secured from the dealers 
having student trade. 
We have enlisted dealer support 
many times for varying products. 
Call upon us for help when you 
need it. 


Ask us anything you 
want to know about 
the College Market. 


a 


Collegiate Special Adv. Agency, Inc. 
New York Chicago 
18 E. 41st Street 612 N. Michigan Ave. 


Sell Iowa with 
in the 
DES MOINES 
REGISTER AND TRIBUNE 
Color an: like it . . . ome color 
and black in n Daily or Sunday news sections 


. four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 
Circulation exceeds 245,000 
Daily and 210,000 Sunday 


Need an Experienced 
Newspaper Promotion Man? 


Young man (28) with a geod news 
background 


advertising ts new available. 
Recently with an outstanding organization 
Good ref . Sa requirements are 
reasonable rite or w for a 


Address U. JOSEPH BROWN 


Y.| best job 


ART DIRECTOR 
IS MAKING EXIT 
EXPERT OPINES 


Says Designer Is Taking 
His Place 


Chicago, Dec, 1¢.—The art director 
is on the way out, asserted Vaughn 
Flannery, vice-president of Young & 
Rubicam, Inc., New York agency, in 
a talk before the Chicago Advertis- 
ing Council today. He said the de- 
signer who considers his job that 
of presenting an advertising idea in 
the most effective way, has taken 
his place. 

Mr. Flannery, who was formerly 
art director of the Charles Daniel 
Frey Company, and Henri, Hurst & 
McDonald, Chicago agencies, and 
later held a similar post with H. W. 
Ayer & Son in Philadelphia, is in 
charge of design for Young & Rubi- 
cam. 

He decried the old-fashioned idea 
of the art director who is interested 
in art as art, who loves to play with 
pictures and thinks of uplifting the 
masses throuh the development of 
beautiful illustrations. Mr. Flannery 
said it is not always necessary to 
use illustrations, and that thus far 
the photographers have done the 
in supplying illustrative 
material for advertisers. 


“To those fellows with the light of 
Galahad in their eyes, who are try- 
ing to pass off on us a phony art,” 
said Mr. Flannery in closing his talk, 
“we'll admit that they are art direc- 
tors, but we say, to hell with ’em.” 

Mr. Flannery’s talk was listened to 
by nearly 200, including many con- 
nected with the art and copy depart- 
ments of advertising agencies. As 
a former Chicagoan, he was warmly 
greeted. 

“Problems in advertising,” he said, 
“are specific problems. Advertising 
must be made to fit specific needs, 
to accomplish specific tasks. The 
most interesting discussions of the 
vusiness are discussions of a par- 
ticular problem and how it was 
solved.” 

Come from Outside 


Mr. Flannery pointed out that art 
directors were recruited from out- 
side fields, to adapt their talents to 
the design and production of mate- 
rial for the pictorial side of adver- 
tising. 

“They believed advertising pic- 
tures were art,” he said. “The art 
of our day was to blossom in the 
advertising pages. Devising a series 
of designs for an advertising cam- 
paign was a mission of uplift—art 
was to be brought to the people. In 
the planning of advertising they con- 
cerned themselves with only one 
thing—manner. The subject matter 
of the advertisement meant nothing. 

“This type of art director is slowly 
but surely passing out of the picture. 
To his place has succeeded a de- 
signer so different in attitude and 
abilities that he may be considered 
an entirely different person—and in 
view of what he has to live down, 
he deserves an entirely new name. 

“Advertisers have learned that 
readers respond to properly designed 
advertisements — properly designed 
in the sense that the advertisement 
itself becomes a commercial success. 
The advertisement designed for the 
sake of its own appearance is usu- 
ally a failure because the public in 
general does not respond to it. 

“Advertising illustrations are pic- 
tures made for a purpose, and unless 
they fulfill their purpose there is 
little point in using them.” 


524 S. 7th St., Wyoming, Ill. 


Mr. Flannery pointed out that the 


dictionary definition of illustration 
emphasizes that it elucidates some- 
thing, and said that this definition 
fits the work of the advertising illus- 
trator exactly. Advertising pictures 
are made for elucidation or adorn- 
ment, in a manner appropriate to the 
mentality of the people being ad- 
dressed. 
Woe to Obscurity 


“Unless the picture be clear to the 
reader,” he added, “he will not 
understand it, and we know from 
bitter experience that what people 
do not understand, they heartily dis- 
like.” 

Mr. Flannery said advertising il- 
lustrations are not fine art, but that 
the illustrator in the advertising field 
often brings to his work taste and 
ability that exceed the skill of the 
“smug academicians.” 

For advertising photography he 
commended the work of Steichen, 
Bruehl, Sheeler and Steiner. The 
advertising illustrator, he said, is far 
in advance of the magazine illus- 
trator. The cartoonists are making 
valuable contributions to advertis- 
ing, and among those whose work 
has been exceptional are Arno, De- 
Miskey, Freuh and Soglow. 

“The pace for illustration,” said 
Mr. Flannery, “is being set in the 
editorial and advertising pages of 
the leading women’s magazines. 
They are finding new and interesting 
illustrators. Are they any better 
than the old ones? Who can say? 
Certainly they are refreshing after 
the work of the old guard.” 

As to the level of intelligence at 
which advertising must be aimed, 
Mr. Flannery made these trenchant 
remarks: 

“Knowing the American taste, we 
realize we would be clear over their 
heads if we did not proceed, when 
necessary, on a level of intelligence 
that most educated laymen refuse 
to believe a true level. 

“We know something of the taste 
of the average American, and 
whether we like it or not, it cannot 
be ignored. Fortunately for us, there 
are different illustrators available 
for every class of taste. 

“The purists cry that illustration 
today is commercialized. For that 
matter it always has been. It is as 
alive today as it ever was, and the 
improvements and changes in the 
trends of illustration rest with the 
reception they receive from. the 
American public.” 


Credo of Designer 


The advertising designer’s credo, 
he said, is that function and utility 
govern design. He is concerned first 


NEW COFFEE PACK 


Durand-McNeil-Horner Co., Chi- 
cago, has released a sectional cam- 
paign on the “first glass vacuum 


packed coffee.” 


Level of Intelligence Low, Says Flannery 


Public Taste ls Good, Avers Miss Taylor 


THINKS PUBLIC 
TASTE BETTER 
THAN BELIEVED 


New York, Dec, 8—‘People do buy 
things in bad taste again and again 
but not because of the bad taste— 
rather, because the selling appeal is 
so strong that it counteracts the 
other deficiencies,” said Marion C. 
Taylor, president of the Fashion 
Group, in addressing the Art Direc- 
tors Club last night. 

Richard Bach, director of indus- 
trial relations of the Metropolitan 
Museum of Art, spoke on a parallel 
subject, “Keep Art in Industry at 
Work.” 

Miss Taylor said she pins little 
faith to the “ridiculous belief in the 
minds of too many manufacturers 
and merchants that public taste is 
essentially bad taste. 

“This is one of the most destruc- 
tive theories in business,” said the 
speaker. 

“Nothing has happened in recent 
years more encouraging to those who 
believe good taste pays than the or- 
ganization of the Fashion Group, 
which will be just a year old next 
February.” 


Raising Public Standards 


“The Group started modestly—just 
a handful of women with faith in an 
idea. Today just under 400 women 
are members. The list includes 
Eleanor Roosevelt, the wife of the 
Governor, Helen Rogers Reid of the 
Tribune, Grace Cornell of the Metro- 
politan Museum, Edna Woolman 
Chase of Vogue, Virginia Hamill, 
Dorothy Shaver of Lord & Taylor's, 
Mary Brooks Picken, Kathleen and 
Marjorie Howard of Harper’s Bazaar, 
to name a few who helped raise 
standards and are now interpreting 
these standards of taste to mer- 
chants, manufacturers and students.” 

Mr. Bach said that because of pres- 
ent conditions manufacturers are 
more conservative at the moment 
than usually. The public in the mean- 
time appears to be more and more 
interested in cultural subjects. Bas- 
ing his opinion on the trend towards 
more serious books, he said that 
when business got back into its 
stride, it may find the public ahead 
of it in design. 


with the advertising idea. It may be 
a copy idea, an illustrative device, 
a merchandising scheme. His search 
is for ideas, provocative, interesting, 
convincing. 

“Once an advertising designer has 
unearthed an advertising idea,’ he 
said, “he pounces upon it and sets 
to work on an advertisement which 
will present this idea to the reader 
in the most effective fashion. 

“He does not care whether he uses 
pictures or not—whether he uses 
photographs or paintings or drawings 
—he doesn’t care whether the pic- 
tures are realistic or modern or 
whether the advertisement employs 
hand lettering or type. 

“These are the bishops, the 
knights and the rooks played with 
all possible strategy to capture the 
queen—and with the women making 
85 per cent of all the purchases in 
this country of ours, believe me, it 
is the queen we are trying to cap- 
ture.” 

Mr. Flannery said the advertising 
designer is concerning himself not 
alone with advertising, but with the 
design of the product and its pack- 
age. The automobile of the future, 
he predicted, will be designed in a 
laboratory equipped with a wind tun- 
nel. 

“The advertising designer,” he 
summarized, “is concerned with any 
problem where appearance is a sales 
factor.” 


Place Record Order 


The British government has or- 
dered 631 addressographs from Ad- 
dressograph Ltd., London, British 
company of the Addressograph-Multi- 
graph Corporation, Cleveland. The 
equipment will be used in postoffices 
to imprint mail bag labels. 


Issue Bibliography 
The Advertising Federation of 
America has issued a new list of 
articles on advertising, typography, 
etc., which are available to sustain- 
ing members without cost. 


Writes on Chains 


The H. W. Wilson Co., New York, 
has published Vol. VII, No. 7, of the 
Reference Shelf on Chain Stores, by 
Daniel Bloomfield, manager of the 
Retail Trade Board, Boston Cham- 
ber of Commerce. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


READER 
INTEREST 


are 
editorial 
watch 


words 
«és 


HEARST 


BUSINESS 
MAGAZINES 


MOTOR —AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


KENMORE 
HALL... 


(45 Fost 23 ‘g/ 


FOR THOSE WHO 
LIKE THEIR CAR- 
TOONS WITH LOTS 
OF SPIRIT, CALL. 


Sid 


ADVERTISING CARTOONS © 


HARRISON 3200 
29 QUINCY ST- 
CHICAGO 
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TRANSFERS 


After serving Batten, Barton, Durs- 
tine & Osborn, Louise Gibbons 
Gurnee has joined the New York 
office of Fuller & Smith & Ross. 


URGES AUDITED 
CIRCULATIONS 


New York, Dec. 11.—In a talk on 
“Controlled vs. Paid Circulation,” Jo- 
seph Vessey, secretary of Kenyon & 
Eckhardt, Inc. and head of its media 
department, told the Technical Pub- 
licity Association that from the point 
of view of the space-buyer, the most 
important move for the trade paper 
is to submit its circulation coverage 
to a fair examination from which a 
space-buyer may draw sound conclu- 
sions. 


There was animated discussion by 
advertising men and publishers’ rep- 
resentatives following Mr. Kenyon’s 
talk. 


“I am not discussing whether a 
controlled publication has an adver- 
tising space value,” said Mr. Kenyon. 
“I would ask you to concede that it 
is a method of publishing radically 
different from the ‘paid’ method, and 
that several outstanding examples of 
sound publishing practice are repre- 
sented. 

“Of 2,000 trade papers, 275 are sub- 
mitted to the Audit Bureau of Cir- 
culations. There are, we'll assume, 
an equal number eligible to the Con- 
trolled Circulation Audit, making a 
total of 500. 

“All these publications must con- 
form to the same policy. They must 
open their circulation records to a 
comprehensive audit. They cannot 
issue extravagant claims of cover- 
age. They must tell the truth. 

“The three big associations A. N. 
A. A. A. A. A. and N. I. A. A., with 
the A. B. C. and C. C. A. are all in 
the same boat, striving toward a 
common goal—truth in advertising. 

“All of us can help to further the 
aims of these organizations. To 
throw any monkey wrenches in the 
gears of any will damage the 
whole machine of publishing and ad- 
vertising. If we’ve got any monkey 
wrenches to throw, let’s aim them at 
those who still prefer darkness, and 
refuse examination.” 


Sumner, Miss Carroll, 
Head Committees 


G. Lynn Sumner and Jeannette 
Carroll head two new committees 
on club activities appointed by Presi- 
dent Hodges, of the Advertising Fed- 
eration of America. On Mr. Sum- 
ner’s committee on advertising club 
Management are: 

H. F. Simpson, president, Adver- 
tisers Club of Davenport, Iowa; 
Colonel Carroll Swan, president, Ad- 
vertising Club of Boston; Walter W. 
R. May, past president, Advertising 
Club of Portland, Ore.; Roy Hunter, 
President, Pacific Advertising Clubs 
Association, Vancouver, B. C.; Marco 
Morrow, assistant publisher, Capper 
Publications, Topeka, Kan.; George 
W. Hopkins, New York, Governor 
Second District, A. F. A.; J. B. Hig- 
don, past Governor Tenth District, 


A. F. A., San Antonio, Texas; R. V. 
Koupal, past president, Advertising 
Club of Lincoln, Neb.; Milton E. 
Bernet, president, Advertising Club 
of Denver; Max A. Berns, past presi- 
dent, Advertising Council of the Chi- 
cago Association of Commerce; Hu- 
bert J. Echele, president, Advertis- 
ing Club of St. Louis, and Harold 
Stonier, former president, Pacific 
Advertising Clubs Association. 

Miss Carroll’s committee on wom- 
en’s club activities will embrace 
Emily E. Connor, League of Adver- 
tising Women, New York; Mrs. A. 
Marie Davies, past president, Wom- 
en’s Advertising Club of Providence; 
Maude M. Schaeffer, president, Wom- 
en’s Advertising Club of Baltimore; 
Pauline Peters, president, Philadel- 
phia Club of Advertising Women; 
Helen Ryman, Women’s Advertising 
Club of Pittsburgh; Josephine Snapp, 


former president, Women’s Adver- 
tising Club of Chicago and Mrs. Ada 
Graves, Women’s Advertising Club 
of Cleveland. 


New Razor Blade to 


Pittsburgh Agency 


C. W. Heppenstall, president of 
the Heppenstall Co., Pittsburgh, has 
appointed Ketchum-MacLeod & Grove, 
Pittsburgh, to advertise “Hardtem” 
razor blades. 

The new blade will be made from 
a special steel used in the company’s 
shear knives. 


Book on Production 


The Thomas Y. Crowell Co., New 
York, has published “Advertising 
and Its Mechanical Production,” by 
Carl R. Greer. 


Tumbler Adds “Post” 


The J. A. Tumbler Laboratories, 
lacquers, Baltimore, Md., will use 
the Saturday Evening Post, in addi- 
tion to the usual trade paper sched- 
ules in 1932. The Aitkin-Kynett Co., 
Philadelphia, is in charge. 


Wants 3-Cent Postage 


An emergency three-cent letter 
rate was recommended in the annual 
report of the Postmaster General, to 
apply to out-of-town mail. 


Saved by Shears 


William Hague, of Mail Ad Serv- 
ice, Pittsburgh, was saved from seri- 
ous injury in an automobile accident 
by a small pair of scissors in his 
vest pocket, according to doctors. 


Add Four Accounts 


Gale & Pietsch, Inc., Chicago, has 
been appointed by the R. H. Buhrke 
Co. (sporting goods), Bass Camera 
Co., Paramount Electric Supply Co. 
and the D. T. M. Finance Co. (mail 
order). 


“Hooey” Makes Bow 


Following the lead of Ballyhoo the 
first issue of Hooey made its appear- 
ance this week. It is published by 
Popular Magazines, Inc., New York. 


Two More for Gardner 


The Gardner Advertising Co., New 
York, has been retained by the Cen- 
tral Railroad of New Jersey and the 
Blue Kitchen restaurant chain, both 
of New York. 


nomically reached. 


Here 


The hospital field is one of those fortunate markets 
in which a comparatively small number of individual 
units exercise tremendous buying power. 
trated market, easily and eco- 


It is a concen- 


If You want coverage - - 


it is! 


Of these, HosprraL MANAGEMENT reaches 306,760 beds 


—8o percent of the total. 


If you want coverage—coverage of the primary 
hospital market—here it is! 


Yet even in the hospital 
field all units are not of equal 
importance. Some are larger, 
more active, more progressive 
than others. 


The primary hospital 
market—the real cream of 
the field—is composed of 
those institutions whose names 
appear each year on the Ap- 
proved List of the American 
College of Surgeons. 


These hospitals are uni- 
versally recognized as the 
largest and most progressive 
general hospitals in the coun- 
try. According to the College 
of Surgeons’? own estimate, 
these hospitals rendered 98,- 


500,000 days of service to 8,215,000 patients during the 
That means that these institutions alone 
treated about 75 percent of all the patients in American 


past year. 


Hospitals last year! 


The 1931 Approved List (made public in October) 
contains the names of 2,002 institutions in the United 
States, with a total capacity of 384,131 patients’ beds. 


Bed Capacity and HOSPITAL 

MANAGEMENT coverage, 

American College of Surgeons 
approved hospitals 


And since this remark- 
able coverage of these out- 
standing units is accomplished 
with less than half of our 
total hospital circulation of 
4,044, more than 2,000 hospi- 
tal subscriptions are left with 
which to cover other units in 


the field. 


And now look at what 
that coverage means when 
translated into advertising 
costs: 


HospiraL MANAGE- 
MENT’s basic black-and-white 
page rate, on annual contract, 
is $90. Thus, for every dol- 
lar of space cost, the adver- 
tiser reaches 3,408 American 
College of Surgeons approved 
hospital beds, to say nothing 


at all of our circulation to non-approved units. 


No other publication in the field can provide such 
tremendous buying power per advertising dollar—no 


other publication can come within 25 percent of this 


figure. 


If you want coverage—coverage of the primary 
hospital market—at the lowest possible cost—here it is! 


HOSPITAL MANAGEMENT 


The practical journal of administration 


537 S. Dearborn St., Chicago 


The only hospital journal member both A. B. C. and A. B. a 


Graybar Bldg., New York 
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HOTOGRAPHIC REVIEW OF THE WEEK 


CHICAGO ADORNS ITS STREETS TO AROUSE NEW INTEREST IN CHRISTMAS 


- Crooner 


The traditional conception of Christmas was modified in Chicago this week with metamorphosis of lighting standards on State Street. The “giant 
7 fantasies" were designed by Nikolas Remisoff, Russian artist, as a contribution to "carnival spirit." 


Pole Sitter 


_Ali-oop 


—Chicago Daily News Photo. 


Laughs Gold Coast 


rower ones 


This new 


A NEW STUDY OF BENJAMIN FRANKLIN 
portrait of Franklin, painted by Countess Endre Zichy for 
Mark O'Dea & Co., New York agency, will be officially unveiled at 


+ the annual meeting of the International Benjamin Franklin Society — 
Jan. 17, 1932, and will thereafter hang in the O'Dea offices. It 


portrays Franklin primarily as an advertising man. 


WHY IT'S LIVELY 


s T 
"RINGS Back UNDERFO®? 


Here's how the Bigelow-Sanford 
Carpet Company will explain the 
lively qualities of its floor coverings 
in 1932 advertising. 


(Story on Page 13) 


JELKE SHOCKS PUBLIC INTO ATTENTION 


The Story of Jelke’s New Campaign Is Told on Page 8 


tS tan 


X 


_PROVIDE APPROPRIATE SETTING FOR BLACK DIAMONDS 


A white truck, with a special body divided into ten glass-faced bins, is the innovation of the Pitts- 
burg Coal Co., Seattle, Wash. Each bin carries a grade of coal for a specific purpose. Neat] 


cards tell all about it. 
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